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This equity research report intends to determine the target price of Beiersdorf 
AG as of January 6, 2020 to issue a buy, hold or sell 
recommendation relative to the current share price. 
German-based Beiersdorf is a leading European consumer 
goods company. The determination of Beiersdorf’s share 
price is based on a profound intrinsic (DCF) and relative 
(Comparable Companies) valuation including an in-depth 
company, competitor and market analysis. The valuation 
results in a target share price of EUR 108.42. Compared to 
a closing share price of EUR 105.10 a hold 
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▪ We issue a HOLD recommendation for Beiersdorf AG with 
the target share price of EUR 108.42, lying just slightly above the 
current share price of EUR 105.10. With an expected dividend per 
share of EUR 0.70 in 2019, shareholders receive a total return of 
3.82%. 
▪ Beiersdorf profits from sustainable growth in the past, in 
the beauty and personal care as well as in the adhesives market, 
with sales growing at a CAGR of 2.61% between 2012 and 2018. 
Group sales are expected to continue this trend at a CAGR of 
+2.64% from 2019 to 2025. 
▪ While the beauty and personal care markets in Europe and 
North America are saturated, emerging markets represent high 
growth opportunities. A favourable adhesives market provides 
various possibilities for the brand tesa to strengthen its market 
positioning.  
▪ Acquiring a share of Beiersdorf’s capital is attractive for 
investors who are looking for a secure investment, even during 
economic downturns. The company’s solid financial structure 
indicates its strong balance sheet, characterized by a superior net 
liquidity position of above EUR 4 bn.    
Company description 
Beiersdorf AG is a globally operating German consumer products 
company, generating most of its sales in the Consumer segment 
(81% in 2018), offering beauty and personal care products through 
renowned brands, such as NIVEA and La Prairie. With its adhesive 
segment, Beiersdorf provides self-adhesive systems and product 
solutions mainly to industrial customers.  
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(Values in € millions) 2018 2019E 2020F 
Revenues 7,233 7.491 7.746 
Gross Profit 4,158 4.299 4.472 
EBITDA 1.268 1.147 1.178 
EBIT 1.100 994 1.020 
Operating Margin 15,2% 13,3% 13,2% 
Net Income 730 725 746 
DPS 0.70 0.70 0.70 
EPS 3.22 3.13 3.22 
ROIC 14,4% 12% 10,9% 
FCF 532 557 679 
EV / EBITDA 12.8x 18,4x 19.4x 
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1. Executive Summary 
The purpose of the following equity research report is to determine the fair 
value per share for Beiersdorf AG, an internationally operating German 
consumer goods company. Beiersdorf is operating in the beauty and 
personal care market (Consumer segment) as well as in the adhesives 
technologies market (tesa). The outcome of this analysis is a 
recommendation for investors whether to buy, hold or sell the Beiersdorf 
stock. 
To arrive at the target price an in-depth analysis of the company, the 
competitors and the markets Beiersdorf is serving has been conducted. 
Past data as well as expected future performance have been incorporated 
in the analysis. The most important aspects investors need to consider are 
the following: With its Consumer segment, Beiersdorf is operating in a 
market characterized by changing consumer preferences, lowering 
barriers to entry and digital disruption. In order for Beiersdorf to gain market 
share and compete with digital-native beauty brands, the company needs 
to invest heavily. Not only in R&D and marketing but also in M&A activities. 
The new strategic direction set out in C.A.R.E.+ is a good start but current 
financials do not indicate that the objectives of the strategy will be 
achieved. Also, the market for adhesive technologies is in disruption with 
a growing demand for bio-based adhesives. Beiersdorf needs to 
strengthen its position in this segment with its ecoLogo products. For 
Beiersdorf, the year 2019 stood in the spirit of transformation: new CEO, 
new CFO, new strategic direction. Whether this change was only 
superficial remains to be seen in the coming years. What can be observed, 
however, is that Beiersdorf’s core issues have not changed for more than 
a decade. The shareholding structure is built in a way that the majority 
shareholder, maxingvest, is able to interfere with the company’s most 
important decisions and minority shareholders are neglected, manifested 
in the same payout ratio since 2007. Furthermore, the NIVEA brand still 
dominates the group and the company’s financing structure with net cash 
of more than EUR 4 bn is suboptimal. Taking these future developments 
into account, an intrinsic as well as a relative valuation were performed, 
leading to a more accurate estimation of Beiersdorf’s actual share price. 
The DCF-analysis is accompanied by a relative comparable company 
analysis (CCA). Three common trading-forward multiples were considered, 
namely EV/Sales, EV/EBITDA and EV/EBIT. Finally, the DCF method is 
considered as the primary method to determine Beiersdorf’s current share 
Purpose 
Procedure and Considerations 
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price, as it factors in the company’s main value drivers, being cost of 
capital, ROIC, and the terminal growth rate.  
The intrinsic valuation yields a target price of EUR 108.42 for Beiersdorf’s 
share, corresponding to a HOLD recommendation for investors.   
2. Company Overview  
2.1. Company Description 
Beiersdorf AG was founded in 1882 in Hamburg, Germany, where the 
company is still headquartered. Beiersdorf is a leading European 
consumer goods company, focusing on two independently operating 
business segments: Consumer and tesa. The Consumer business 
segment represents the core of Beiersdorf’s business, offering high-quality 
skin and body care products through 13 brands (Figure 1).  
 
The Consumer division generated 81.42% of total sales in 2018 (EUR 7.23 
bn), mostly through its iconic NIVEA brand (above 70% of the division’s 
sales). The hair care brands SLEK and Maestro are especially designed 
for the Asian market. However, due to poor performance of SLEK, 
Beiersdorf divested the brand in August 2019 (FWHK, 2019). Since this 
year, the U.S. sun care brand Coppertone is part of Beiersdorf’s product 
portfolio. In August, Beiersdorf acquired the brand from Bayer to 
strengthen its position in the underserved North American sun care market 
(Beiersdorf AG, 2019, August 30). The largest market for Beiersdorf’s 
Consumer business is Europe (49.94% of Consumer sales in 2018), 
followed by Africa/Asia/Australia (32.23%) and the Americas (17.83%) 
(Figure 2). 
The company distributes its consumer products through five different 
channels: food and general goods retailers (high-quality retailers and 
discounters), drugstores, pharmacies, e-Commerce and a few own stores. 
Beiersdorf does not operate an own web shop but rather sells its products 
via global e-Commerce retailers such as Amazon, Walmart and Alibaba. 
Beiersdorf’s few physical stores are serving as flagship stores rather than 
being considered a main distribution channel. 
  
Since 2001, the tesa business is an independently operating part of the 
Beiersdorf group that develops high-quality self-adhesive systems and 
product solutions for industry (electronics, automotive, construction and 
printing industries), craft business, and consumers. Tesa SE is a fully 
Figure 1: Brand Portfolio 




Europe Americas Africa / Asia / Australia
Figure 2: Revenue Split 
Consumer by Geography  
Source: BEI Annual Report 
Figure 3: Revenue Split 




Europe Americas Africa / Asia / Australia
Source: BEI Annual Report 
Outcome 
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owned subsidiary of Beiersdorf AG. Sales generated by the tesa division 
account for the remaining 18.58% of total sales in 2018. Tesa’s sales in 
2018 split 54.46% in Europe, 29.39% in Africa/Asia/Australia and 16.15% 
in the Americas (Figure 3). 
Tesa is serving two different segments: Direct Industries, which handles 
business directly with industrial customers, and the Trade Market segment, 
which sells products to intermediate trading partners, who resell tesa’s 
products through diverse distribution channels (Figure 4). 
2.2. Shareholder Structure 
Beiersdorf has been publicly listed since 1928 with the ticker BEI. Its stocks 
were traded for the first time on the Stock Exchange in Hamburg. Since 
December 2008, the company is part of the German stock index DAX, 
which includes 30 major German companies and trades on the Frankfurt 
Stock Exchange. For the past eight years up until today, Beiersdorf has 
252.0 million shares outstanding. Beiersdorf AG holds 9.99% (25.18 
million) of its own shares. These shares are no-par-value shares and do 
not have voting or dividend rights. As of December 31, 2018, the costs of 
Beiersdorf’s own treasury shares amounted to EUR 955 million. 
Beiersdorf’s biggest shareholder, owning 51.01% of share capital, is the 
family holding company maxingvest Group controlled by the German Herz 
family. The remaining 39% are free float (Figure 5). 
In 2003, after a takeover battle with the American giant Procter & Gamble, 
the maxingvest Group acquired 19.6% of Beiersdorf’s share capital from 
Allianz SE and hence increased its stake from 30.3% to 49.9%. During the 
same time, the city of Hamburg's investment arm, the Hamburger 
Gesellschaft für Beteiligungsverwaltung, also acquired 10% of the company 
from Allianz. Together, the maxingvest Group and the City of Hamburg 
ensured that Beiersdorf is staying in the city and preserved almost 5,000 
jobs (Deutsche Welle, 2003).  
The Herz family is considered an active shareholder, interfering in important 
strategic decisions, obstructing the company’s decision-making process and 
causing a negligence of minority shareholders (Kapalschinski, 2016). The 
dividend policy, for example, has not changed for 10 years and the pay-out 
ratio lies well below its industry peers (Figure 6). Therefore, one cannot 
expect the company to raise dividend pay-out in the coming years despite 





Direct Industries Trade Markets
Figure 4: Revenue Split 
tesa by Division 




Beiersdorf maxingvest  Group Free Float
Figure 5: Shareholder 
Structure 
Source: BEI Annual Report 
Source: Morningstar 
Figure 6: Beiersdorf’s Payout 
Ratio compared to Peer Group 
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Deeply embedded in Beiersdorf’s business model are the company’s four 
core values. Namely, care, simplicity, courage and trust. These principles 
have been at the heart of Beiersdorf’s strategy for the last 140 years. In 
2019 the company developed a new strategy in order to face the 
challenges of today’s uncertain market environment and increasing 
customer demand for sustainability and natural products. The new 
corporate strategy, C.A.R.E.+, is based on Beiersdorf’s strong 
commitment, five strategic priorities and the ambition to create more value 
for the people and the society. C.A.R.E.+ stands for Courage, Aspiration, 
Responsibility and Empathy and complements the company’s core values 
well. To achieve competitive sustainable growth in the future, Beiersdorf 
wants to harness digitalization in order to get closer to the customer, gain 
market share in growth markets (especially in Asia), enhance and increase 
its skin care product offering by leveraging on margin enhancing 
innovation. Further, the company aims at an increase in productivity by 
building a simple and fast organizational structure and create value for the 
society by relying on renewable electricity and socially supporting families 
in developing countries. In financial terms, this translates into ambitious 
goals, especially for the Consumer segment. Until 2023, Beiersdorf’s 
Consumer business is expected to outperform the market with medium-
term growth of 4-6% (Figure 7). The investments for growth are planned 
for 2019 onwards and are expected to lead to EBIT margin improvements 
of 150-200 bps by 2023 (16-17%) (Figure 8). As of December 31, 2018, 
Beiersdorf is achieving an EBIT margin of 15.17%. Furthermore, C.A.R.E.+ 
aims to ensure organizational efficiencies, upskill the workforce and 
achieve cost discipline. Combined, the margin improvement and improved 
organizational efficiencies, will lead to savings of 250-350 bps, helping 
Beiersdorf to stabilize its capital expenditures at 4% of group sales, EUR 
250 - 350 million per year (2019 - 2023) (Figure 9). Lastly, the new strategy 
should enable Beiersdorf’s Consumer segment to steadily decrease its 
working capital until 2023 by more than 50 bps per year. Currently, working 
capital in the Consumer segment amounts to 9.9% of Consumer sales 
(Figure 10). For the tesa business, C.A.R.E.+ stipulates outperformance of 
the market by 2% per year and investments to build new capabilities and 
maintain the EBIT margin above 15%. 
 
Future M&A deals are an important component of the C.A.R.E.+ strategy. 
With a new CEO as of 2019, Stefan de Loecker, EUR 4.4 bn net liquidity 
(Figure 11) and Beiersdorf’s most recent acquisition of Coppertone, one 
Source: Beiersdorf Equity Story 
Figure 7: Consumer Growth 
Ambition 
Source: Beiersdorf Equity Story 
Figure 8: Planned Margin 
Evolution 
Source: Beiersdorf Equity Story 
Figure 9: CAPEX in EUR million 
and as % of Group Sales  
Source: Beiersdorf Equity Story 
Figure 10: Working Capital as % 
of Consumer Sales  
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might come to think that the strategic direction regarding M&A of the 
company has changed already and will change further in the future. 
However, Beiersdorf’s controlling shareholder, the Herz family, has an 
emotional bond towards Beiersdorf and Hamburg and interferes with the 
management’s expansion plans.  
Even though Beiersdorf’s last CEO, Stefan Heidenreich, recognized the 
necessity of acquisitions to expand and diversify the company's product 
offerings and had the means to do so, no acquisitions in the consumer 
segment were made during his tenure. “[The money] has to go back into 
the business, where it came from, including via acquisitions,'' Stefan 
Heidenreich said at the annual general meeting on April 4th, 2017. “[These 
acquisitions] cost very, very much money” (Reuters, 2017).  
Beiersdorf’s new CEO was eager to pursue M&A targets but realized 
relatively quickly that this has already been the ambition of the 
management before. During a press conference in February 2019, he 
presented Beiersdorf’s new strategic direction (C.A.R.E.+) and identified 
M&A opportunities as key enabler for further growth in the dynamic 
consumer goods industry. According to his statement, the company has 
been actively looking for potential targets (Spiegel Online, 2019). During 
the same presentation, de Loecker admitted that his message regarding 
M&A activities is not that new (Beiersdorf AG, 2019, February 26). 
Since a strong financial position seems to be the utmost goal for Beiersdorf, 
statements regarding future M&A activities are paired with assurance of 
financial health. “With net liquidity of EUR 4.4 billion and a robust balance 
sheet, we are able to comfortably shoulder the planned investment and 
growth plans under the C.A.R.E.+ program. We will no doubt maintain our 
traditionally high financial discipline” says Dessi Temperley, CFO of 
Beiersdorf (Beiersdorf AG, 2019, February 26). 
Furthermore, the acquisition multiples for smaller beauty and personal care 
brands have been climbing in recent years, exceeding what Beiersdorf is 
willing to spend. Peers like Unilever, L’Oreal, P&G and Estee Lauder 
recognize that these small companies are the main growth driver for 
incumbent consumer goods firms and compete for acquisitions, driving up 
multiples (Table 1). This limits Beiersdorf’s acquisition targets to under-
invested brands, that can be bought for a good price and turned around, just 
like Coppertone. Whether Beiersdorf is able to turn around the company, 
which reported declining sales and decreasing market share for the past five 
years and is operating in a highly seasonal market, remains to be seen. 
Generally, one should remain sceptical with regards to the achievement of 
the highly optimistic C.A.R.E.+ goals.  
Source: Beiersdorf Equity Story 
Figure 11: Net Liquidity 
Evolution (EUR million)  
Skincare Asset Buyer Sales Multiple EBITDA Multiple Date
philosophy COTY 4.5x 12.5x Nov 10
GlamGlow Estee Lauder 3.5x n/a Dec 14
dermalogica Unilever 4.0x 13.3x Jun 15
Paula's Choice TA Associates (PE) 3.7x 14.3x Mar 16
Carver Korea Unilever 7.1x 16.6x Sep 17
First Aid Procter & Gamble 5.0x n/a Jul 18
Dr.Ci:Labo Johnson & Johnson 5.2x 25.6x Oct 18
Elemis L'Occitane 6.9x 26.6x Jan 19
Tatcha Unilever 7.1x n/a Jun 19
Source: S&P Capital IQ 
Table 1: Most Recent M&A 
Activities  
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3. Market Analysis 
Beiersdorf is operating in two main industries, the Beauty and Personal 
Care market as well as the Adhesive Technologies market. Over the past 
five years (2014 - 2018) the global market volume of beauty and personal 
care products has been growing moderately at a CAGR of 2.90% 
(Euromonitor International, 2019), while the global adhesive technologies 
market has exhibited much faster growth at a CAGR of 4.4% (Adhesive & 
Sealants Industry, 2018). 
3.1. Beauty and Personal Care 
The beauty and personal care market belongs to the overall Consumer 
Goods industry and ranks sixth in market volume after among others 
Packaged Goods (> EUR 2 tn in 2018), Apparel and Footwear (> EUR 1,5 
tn), and Home and Garden (> EUR 1 tn) (Figure 12). In 2018, the global 
beauty and personal care market reached a volume of EUR 414 bn1 
(Euromonitor International, 2019). Current figures show that the market 
further grew in 2019, potentially reaching a market value of EUR 437 bn1 
(+ 5.57 % y-o-y growth) at the end of the year (Euromonitor International, 
2019). The market is characterized by ongoing innovations and continuous 
changes in consumer preferences. In recent years, especially the 
importance of social media and digital-native beauty brands, the rise of e-
Commerce as well as the increasing level of disposable income worldwide 
let the industry thrive (Euromonitor International, 2019; Statista Consumer 
Market Outlook, 2019).  
The increasing importance of e-Commerce channels has fundamentally 
disrupted the traditional way of trading goods and led to a shift in the retail 
landscape. Of the global population, 51% shop online on a regular basis 
(Statista Consumer Market Outlook, 2019, p.24). The e-Commerce share 
of global retail sales grew from 7.40% in 2015 to 12.20% in 2018 (CAGR 
of 13.31%) (Figure 13). The penetration of online sales is expected to 
continue in the future with the e-Commerce share reaching 22.00% in 2023 
(eMarketer, 2019). According to Statista’s Digital Market Outlook, the more 
generic a product is, the greater the willingness of consumers to buy that 
product online instead of in a retail store (Statista, 2017). Therefore, beauty 
and personal care products are particularly suitable for e-Commerce. The 
share of e-Commerce sales in the global beauty and personal care market 
amounted to more than 15% in 2018 (Statista Consumer Market Outlook, 
2019).  
 












































































Source: Euromonitor International, 2019  
Figure 12: Consumer Goods 
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 Sales  Share of global  retail sales
Source: eMarketer, 2019  
Figure 13: Retail e-Commerce 
Sales & Share (USD billion)   
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Asia is the largest region regarding internet retailing of beauty and personal 
care products (Statista Consumer Market Outlook, 2019) (Figure 14). The 
growth is mainly driven by the aggressive expansion of internet giants like 
JD.com or Alibaba and a continuously urbanising millennial population in 
e-Commerce markets like China, South Korea and India. 
The total beauty and personal care market can be divided into four main 
segments: skin care, personal care, cosmetics and fragrances. Among the 
four, the personal care segment made up the largest share with 44% of 
total market volume in 2018 (Figure 15) (Statista Consumer Market 
Outlook, 2019). The cosmetics segment, one of the fastest growing 
segments, is expected to grow at a 5-year CAGR of 4.33% until 2023 
(Euromonitor International, 2019). Most of the growth in this segment 
comes from the increasing demand for premium cosmetics. Between 2014 
and 2019, the premium segment grew annually by an average rate of 
6.17%, accounting for nearly 40% of the total growth in this market 
segment (Figure 16) (Coresight Research, 2019). Current data shows that 
the market is expected to grow by 7.74% in 2019 (Euromonitor 
International, 2019). The increasing demand for luxury cosmetics 
compared to mass-market beauty labels is among others propelled by 
rising-middle class population, growth of the high-income class especially 
in Asia and increasing female working population (Arienti, 2019; Thorat, 
Bhandalkar & Deshmukh, 2019). Furthermore, the advancing 
consciousness about personal appearance in Asian Pacific countries such 
as China and Japan, is contributing to the growth of premium cosmetics 
(Statista Consumer Market Outlook, 2019). 
Generally, a shift towards premiumisation in the overall beauty and 
personal care market (not only cosmetics) can be identified. The market 
volume of premium products grew faster than the market volume of mass 
market products from 2014 onwards. Figure 17 shows that the growth gap 
is expected to diminish in the future (Euromonitor International, 2019). This 
might be due to the change in perception of premium. Mass brands,  
by focusing on health aspects and ethical claims, are likely to be perceived 
as premium brands in a different way. The largest consumer group of 
premium beauty products are Chinese (Statista Consumer Market Outlook, 
2019), resulting from the enormous upper middle-class growth in the past 
years (Figure 18) (Barton, Chen & Jin, 2013).  
The shift from mass market labels to premium beauty products has been 
enormous in most Asian Pacific countries. In 2019, the prestige beauty 









Figure 15: Worldwide Revenue 
Share by Product Category 
(2018) 
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Figure 16: Annual Growth 
Prestige Beauty Industry  
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Figure 17: Annual Growth Prestige 
Beauty Industry vs. Mass Market 
labels 
Source: Euromonitor International, 2019  
Figure 14: Beauty and Personal 
Care Online Share 
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(Figure 19). In South Korea, the market share of the prestige beauty 
industry amounts to 49.19% (Statista, October 9, 2019). 
As part of this growing appetite for premium products, Chinese outbound 
tourism is increasingly driving the travel retail channel of luxury beauty 
brands. According to a study by McKinsey & Company, Chinese outbound 
tourists are valuing high-quality services and premium shopping 
experiences during their travels. Market growth is mainly driven by the 
rising affluent and middle-class population in China and increasing number 
of passport holders in the country (Dichter et al., 2019).  
Geographically, the United States is the largest market, accounting for 
18.3% of beauty and personal care products worldwide in 2018. Followed 
by China with 12.7% and Japan with 7.7% of global market share. 
Germany, Beiersdorf’s home market, ranks 5th with 4.1% of market share, 
after Brazil (6.15%) (Cosmetics Business, 2018) (Figure 20). Compared to 
2004, the United States lost 16.10% market share, China increased its 
market share by 197.21%, Japan lost 35.23% market share, Brazil almost 
doubled (78.70%)  its volume and Germany lost 25.05% market share in 
the global beauty and personal care market (Euromonitor International, 
2019) (Figure 21).  
Due to rising health consciousness of consumers the beauty and personal 
care market has been affected by increasing demand for products with 
natural ingredients and a higher product connectivity between beauty and 
health aspects. According to AlixPartners, the natural and organic beauty 
segment accounted for roughly 2.2% of the global beauty and personal 
care market in 2018 and is expected to grow at a CAGR of 12% to 22 bn 
in 2024 (Masory, 2019).  
So called “Indie Brands”, young and independent cosmetics brands, 
particularly utilize the decreasing barriers to entry due to digitalization and 
establish themselves in the market, capturing market shares from 
multinational incumbents like L’Oreal, P&G, Unilever or Beiersdorf 
(Hudson, Kim & Moulton, 2018) (Figure 22).  
The consumer trend towards individualization and the demand for a more 
diverse product offering have enabled Indie Brands to settle in specific 
niche markets (Müller, 2019). Many of these independent cosmetics 
brands are harnessing the fact that consumers are willing to pay a premium 
for natural, clean and sustainably produced products. Further, highly 
efficient means of communication via social media and other digital 
platforms have resonated well with the growing target group of Millennials 
(Masory, 2019). According to a study carried out by the German retailer 
Douglas, sales of indie brands have grown 3 times as fast as sales of more 
Figure 18: China’s Middle-
Class Growth  





















Figure 19: Market Share 
Prestige Beauty Industry  
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Figure 20: Beauty and Personal Care 
Market Share by Country (2018) 
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Figure 21: Beauty and Personal Care 
Market Share by Country (2004) 
Source: Euromonitor International, 2019 
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established brands since 2012 (Müller, 2019). Especially in the skin care 
segment, a clear shift towards higher health awareness and consequently 
towards derma cosmetics can be detected in recent years (Euromonitor 
International, 2018) (Figure 23). 
In past years many leading beauty and personal care players have 
increasingly engaged in M&A activity to seek new customers, enter new 
markets or develop innovative strategies or products. Since sources of 
organic growth seem to be gradually exhausted or exclusively available to 
smaller players, large manufacturers increasingly rely on acquisitions for 
future growth (Figure 24). Several Indie brands have already joined large 
corporations. Estée Lauder bought the makeup brand Too Faced (2016), 
while the brands Dermalogica and Hourglass now belong to Unilever (2015 
and 2017, respectively). Colgate acquired the French premium care 
manufacturer Laboratoires Filorga Cosmetiques for an estimated purchase 
price of USD 1,7 billion in July 2019 (Estee Lauder, 2016; Unilever, 2015; 
Unilever, 2017, June 19; Faucher & Spiller, 2019).  
 
In the beauty and personal care market, Beiersdorf is facing fierce 
competition from large multinational players, offering mass-market 
cosmetics brands. According to Euromonitor International (2019), nearly 
40% of the global beauty and personal care market is occupied by 7 major 
players, among them Unilever, L’Oreal and Procter & Gamble (Figure 25).   
3.1.1. Value Drivers   
The beauty and personal care market is changing enormously and 
Beiersdorf needs to react accordingly in order to survive.  
 
As a response to consumers’ growing appetite for innovation and more 
personalized products, Beiersdorf has continuously increased its R&D 
spending in the past from EUR 154 million (2.63% of total sales) in 2012 to 
EUR 211 million (2.92%) in 2018, always being above industry average. In 
order to keep up with new entrants, the company must continue to invest 
in R&D (3.00% in 2019, 3.06% in 2021), resulting in an operating margin 
degradation from 15% in 2018 to 13.26% in 2019 and 13.08% in 2024. As 
of 2025, R&D expenses relative to sales are kept constant at 3.08%, 
leading to a slight margin improvement of 13.38% in 2040. Furthermore, 
the entry of new competitors will cause Beiersdorf to lose market share in 
the beauty and personal care market. As of 2018, the company’s sales in 
its consumer segment account for 1.53% of the respective market (cf. 
1.57% in 2012). In the short-term, the global market share of Beiersdorf’s 
Figure 24: Top-10 Beauty Players 
Losing Share excl. M&A 
Source: Deloitte, 2017 
Figure 22: Growth of Challenger / 
Indie Brands 
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Other Legacy Mass Legacy Prestige Challenger
Figure 23: Total Global Sales from 
2007 to 2022e (USD billion) 
















Figure 25: Market Shares 
Global Mass Beauty and Care 
Source: Euromonitor International, 2019 
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consumer segment is expected to decrease by up to 0.03% in 2025. From 
there onwards, market share is expected to increase until 2040 to 1.52%. 
As mentioned above, consumers are willing to pay a premium for natural 
and clean beauty products. In this context Eucerin belongs to the top 
brands in the derma cosmetics segment. The newly launched Eucerin Anti-
Pigment hyperpigmentation product range is based on Thiamidol, an anti-
pigment ingredient developed and patented by Beiersdorf. Since Eucerin 
products are sold at higher prices than products from other Beiersdorf 
brands (e.g. Nivea), this product series will contribute to a gross margin 
improvement in the long run from 57.49% in 2018 to 58.08% as of 2033.  
 
Beiersdorf has doubled its online share during the past five years, reaching 
7% of total sales in 2018, the industry average (Figure 26). In the coming 
five years the company aims to double its online share again, reaching 
14% in 2023. To achieve the online sales target, Beiersdorf needs to invest 
heavily in digital marketing to promote its e-Commerce channels. When 
analysing spending on digital marketing as a percentage of total marketing 
expenses, one finds Beiersdorf significantly under-indexed, compared to 
its industry peers with only 25% allocated to digital marketing (Table 2). 
The C.A.R.E.+ strategy provides elevated spending on digital marketing, 
reaching 50% of marketing spend in the next couple of years (J. Geissler, 
personal communication, December 20, 2019). Whether the company 
achieves this ambitious goal remains doubtful. However, Beiersdorf is 
expected to increase its spending on digital marketing anyhow and hence 
gain market share in the Asia / Africa / Australia region through penetration 
of the fast-growing e-Commerce channel.  
 
Beiersdorf’s luxury skin care brand LaPrairie is serving the growing 
premium beauty market successfully, with sales growing much faster than 
the industry (Figure 27). Most of Beiersdorf’s past revenue growth was 
attributable to the LaPrairie brand. The past growth of LaPrairie’s sales 
cannot be expected to be sustainable and continue at the same level in the 
future. Therefore, Beiersdorf needs to focus not only on the global luxury 
cosmetics market but also more intensively on the growing Chinese travel 
retail channel (Figure 28 and 29). Even though it is implausible to assume 
that LaPrairie’s growth rates can be sustained at its current level for long, 
the focus on the Chinese travel retail market will contribute to market share 
gain in the Asia / Africa / Australia region.   
As seen before, sources of organic growth for incumbents like Beiersdorf 
are exhausted. Stefan De Loecker takes a clear stand on this matter, 
Company Digital marketing %  
L’Oreal 47% 
Procter & Gamble 42% 
Unilever 40% 





































E-Commerce Penetration 2018 Average
Figure 26: Online Sales % of Peers 
(2018) 
Source: Company Information 
Table 2: Allocation of Marketing 
Spend to Digital Marketing (2018) 
Source: Company Information 
Figure 27: Organic Sales Growth Consumer 
Segment vs. LaPrairie vs. Market 
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Source: Dichter et al., 2018 
Figure 28: Chinese Outbound Trip 
Expenditure Total (USD billion) 
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pointing out that strategic acquisitions are a key source of future growth 
(Spiegel Online, 2019). This is evident in Beiersdorf’s recent acquisition of 
Coppertone for EUR 550 million (2.6x FY18 sales). The strategic 
acquisition should help Beiersdorf to build scale in the underpenetrated 
North American sun care market, results have not been quantified yet. With 
a net cash balance of 22.7% Beiersdorf has the highest liquidity among its 
peers (Figure 30). Thus, the company is in a good financial position for 
further acquisitions in order to gain market share in underserved regions.   
3.2. Adhesive Technologies 
Tesa SE, a wholly owned subsidiary of Beiersdorf, manufactures adhesive 
tapes and self-adhesive solutions for direct industries, selling directly to 
industrial clients as well as trade markets, where tesa supplies consumers 
and craftsmen via DIY stores, superstores and other retail-like partners. 
Tesa supplies industrial customers from the automotive industry, the 
electronics sector (e.g. smartphones and tablets), the building and 
construction industry and from the printing and paper industry (Tesa SE, 
2018). The demand for adhesives is increasing due to the various areas of 
application in different industries. For example, the use of adhesives in the 
manufacturing of cars and aircrafts is growing due to the weight reduction 
compared to screws, rivets and other connecting pieces as well as fuel 
efficiency advantages. 
The recent decline in vehicle production due to the difficult situation in the 
automotive industry had a negative impact on tesa’s sales, as the current 
figures from Beiersdorf reveal. Even though industry experts expect the 
lean period to continue for several years, Beiersdorf's new CEO believes 
that there are several opportunities in the automotive industry for tesa. For 
example, the production and use of electric cars is increasing in the future 
(Hamburger Abendblatt, 2019) (Figure 31). For batteries, motors and other 
components of electric cars, special adhesives are needed, which tesa as 
a manufacturer has to offer. 
 
The consumer electronics market has been growing continuously since 
2014 and is expected to further do so in the future (Figure 32). The 
emerging segments, including wearables such as fitness trackers and 
smart watches, are more dynamic and allow for new market participants 
and innovative products or features. 
The paper and printing industry, especially magazines, has been declining 
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Source: Dichter et al., 2018 















































Figure 30: Cash Balance of Beiersdorf’s 
Peer Group 
Source: Company Information 
Source: IHS Markit, 2018 
Figure 31: Electric Vehicles Production in 
2030 by Region (million units) 
Figure 32: Industry Revenue of 
“Manufacturing” in China (USD billion) 
Source: National Bureau of Statistics of China, 2019 
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however, has been positively affected by a general increase in purchasing 
power and rising e-Commerce sales figures (Reports and Data, 2019). 
The global construction industry showed a positive development in the 
past, affected by increasing household income. Especially, the demand for 
prefabricated construction solutions, for which adhesive tapes are used, 
has been increasing due to the shortage of construction workers (Smithers, 
2019) (Figure 33).  
On a global scale the market for adhesive technologies is expected to grow 
by 62.68% from 2016 to 2025, reaching a market value of USD 55.8 bn in 
2025 (Adhesives & Sealants Industry, 2018) (Figure 34). In terms of 
geography, the Asian Pacific region is projected to deliver the highest 
revenue growth at a CAGR of above 7% from 2019 to 2025. The main 
growth drivers in Asia are the growing manufacturing sector and strong 
GDP growth. The demand for adhesives and sealants in Asia Pacific is 
expected to reach 10.7 million metric tons in 2019, representing by far the 
largest market (Adhesives & Sealants Industry, 2016) (Figure 35). By 
setting up its new Chinese manufacturing facilities in Suzhou (close to 
Shanghai), which will start production in 2020, tesa is already investing 
heavily into its further penetration in Asia’s growing market (Fingerhut, 
2019). Being closer to the global hub of consumer- and automotive 
electronics manufacturing will help tesa to better serve the demand with 
local producers and increase its market share in the Asian region. The 
second largest market for adhesives and sealants is North America, 
reaching a demand of 3,570 thousand metric tons in 2019, followed by 
Western Europe with a demand of 3,090 thousand metric tons in 2019 
(Adhesives & Sealants Industry, 2016) (Figure 35).  
3.2.1. Value Drivers 
In the coming years, the biggest growth opportunities for the application 
area of adhesives and sealants are in the building and construction 
industry. As mentioned above, the use of adhesives and sealants in this 
segment has increased tremendously in the past years and will continue to 
do so in the future. Today, adhesives and sealants are important 
components of many building complexes and as the construction industry 
is expected to be characterised by innovative, fast and sustainable 
construction forms in the future, new areas of application for adhesives will 
be created. According to Smithers, the global adhesives and sealants 
market in the building and construction industry is expected to reach a 
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Source: Adhesives & Sealants Industry, 2016 
Figure 35: Adhesives and Sealant Demand 
by Region (2009-2019) 
Figure 34: Global Market Value of 
Adhesives (USD billion) 
Source: Adhesives & Sealants Industry, 2018 
 
Figure 33: Adhesives and Sealants for 
Construction by Value (USD million) 
Source: Smithers, 2019 
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opportunities for adhesives and sealants companies like tesa (Smithers, 
2019). 
  
Another significant growth driver for adhesive companies is the increasing 
demand for bio-based and recycled adhesives, fuelled by growing 
environmental consciousness. The use of bio-based adhesives is not 
limited to a single end-user industry but can rather be applied in various 
industries, such as building and construction, paper and packaging, 
healthcare and personal care.  
The global bio-based adhesives market is expected to grow at a CAGR of 
10% from 2019 to 2024 (Figure 36) (Businesswire, 2019). While Europe 
and North America account for the highest demand for bio-based 
adhesives, the biggest future growth in this segment is projected to come 
from the Asian region, due to health awareness and technological 
developments especially in China and Japan.  
As mentioned above, the packaging industry is currently exhibiting 
enormous growth due to the rise of online sales. In this industry, bio-based 
adhesives can be applied from box construction and lamination to 
packaging materials used for all types of products. In the past years tesa 
has invested into sustainable manufacturing and environmentally friendly 
products. With the “EcoLogo”-range tesa represents one of the first 
adhesives manufacturers to constantly introduce innovative adhesives 
made from recycled or bio-based materials, moving away from the use of 




In the financial year 2018, Beiersdorf continued the growth trend of recent 
years, reaching a historical revenue record at Group level of EUR 7,233 
million, which is equitable to a YoY-growth rate of +2.51% (Figure 38). 
When looking at the two business segments separately, revenues in both 
segments have been steadily increasing since 2012. Especially tesa’s 
sales have been growing rapidly at a CAGR of 4.44% from 2012 (EUR 992 
million) to 2018 (EUR 1,344 million), driven by the internal innovation 
initiative (organic growth) as well as increased M&A activity in recent years 
Only in 2018, tesa successfully acquired the Twinlock division of 













2012 2013 2014 2015 2016 2017 2018
Total  Consumer Sales Total  tesa Sales
Source: BEI Annual Report 
Figure 38: Sales Development Beiersdorf 
2012 – 2018 (EUR million) 
Source: Businesswire, 2019 
Figure 36: Global Market Value of Bio-
Adhesives (USD billion) 
Source: tesa Website 
Figure 37: tesa Eco-Logo Range  
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Polymount (Netherlands), FormFormForm Ltd. (UK), and Functional 
Coatings (United States) (Tesa SE, 2018). Especially increased sales with 
consumers from direct industries (+10.1% YoY-growth in 2018) are driving 
total revenue growth in the tesa business segment. Due to tesa’s extensive 
revenue growth in the past years, its revenue share has increased from 
16.42% of total revenue in 2012 to 18.58% in 2018 (Figure 39). Sales in 
the Consumer business segment have been growing at a CAGR of 2.23% 
from 2012 (EUR 5,048 million) to 2018 (EUR 5,889 million), mainly driven 
by the continued substantial rise in sales of Beiersdorf’s luxury cosmetics 
brand La Prairie. From January until September 2018, La Prairie’s sales 
grew by 46.7% (Figure 40).   
It is expected that tesa’s share of total Group sales will continue to 
increase, mainly at the expense of Consumer sales in Europe. Sales were 
forecasted separately for the Consumer and the tesa segment, using a top-
down approach to analyse each region separately. To forecast sales in the 
Consumer segment, beauty and personal care market data and the 
respective key market indicators were retrieved for all geographic regions 
Beiersdorf is penetrating. Running a regression revealed that the key 
market drivers per region are population (in millions), GDP deflator (an 
alternate measure of inflation), Consumer Price Index (CPI) and Gross 
Domestic Product (GDP) per capita. As mentioned above, the total beauty 
and personal care market is divided into four segments, cosmetics, skin 
care, personal care and fragrances. Since Beiersdorf does not offer 
fragrances, the market value of the fragrances segment was subtracted to 
resemble the market Beiersdorf is serving as accurately as possible. For 
each region the significant beauty and personal care market drivers, 
namely GDP deflator, CPI and GDP, were extrapolated until 2040, based 
on expected demographic and economic developments in the respective 
region. Given the regression coefficients and the forecasted market drivers 
per region (Figure 41), the total beauty and personal care market value 
was calculated until 2040. The market, excluding fragrances, grew by a 
CAGR of 2.65% between 2012 and 2018. From 2019 until 2023, the market 
is expected to grow at a CAGR of 2.77%, attributable to the fast-growing 
Asian market (CAGR of 3.78%). From 2024 until 2040 the market is 
expected to grow at a slower CAGR of 1.40%. Based on the historical and 
forecasted market data, Beiersdorf market share per region was 
calculated. Total market share has been steadily decreasing from 1.57% 
in 2012 to 1.53% in 2018 (CAGR -0.42%). Most of the market share was 
lost in Latin America (CAGR of -4.19%). Since this sharp drop in market 
share is resulting from negative exchange rate effects, the negative 
16,42% 16,90% 17,12% 17,05% 16,97% 17,81% 18,58%
83,58% 83,10% 82,88% 82,95% 83,03% 82,19% 81,42%
2012 2013 2014 2015 2016 2017 2018
tesa Segment Consumer Segment
Source: BEI Annual Report 
Figure 39: Sales Share Development 
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Consumer segment La Prairie
Source: BEI Annual Report 
Figure 40: Organic Sales Growth LaPrairie 









df SS MS F
Regression 4 3822840834 955710209 6668503.67
Residual 5 716.585201 143.31704
Total 9 3822841551
Coefficients Standard Error t Stat P-value
Population in m 58.490 1.050 55.727 0.000
GDP deflator -71.920 5.518 -13.034 0.000
Consumer price index (CPI) 33.909 3.737 9.075 0.000
GDP (current) in € 1.170 0.060 19.569 0.000
Source: Underlying Data from Statista 
Figure 41: Regional Regression for 
Eastern Europe (as example) 
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development in this region is not expected to continue in the future. 
Generally, since the market is being disrupted by small, innovative and 
digital-native beauty and personal care companies, Beiersdorf will continue 
to lose market share. In 2040, Beiersdorf’s total market share is estimated 
at 1.51%, hence decreasing at a CAGR of -0.05% from 2019 to 2040 
(Figure 42). The company is forfeiting most of its market share from 2019 
to 2040 in Eastern Europe (CAGR of -0.51% from 3.36% to 3.00%), 
reaching a steady state in 2032, followed by a decreasing market share at 
-0.48% CAGR in the fast growing Latin American beauty and personal care 
market (from 1.96% to 1.77%). It is anticipated that Beiersdorf will gain 
market share in North America (+0.37 CAGR), driven by the acquisition of 
Coppertone, and Asia (+0.55% CAGR), driven by the expected penetration 
of developing markets (Figure 43). By projecting the total relevant beauty 
and personal care market value and Beiersdorf’s market share per region, 
revenues of the Consumer segments were derived. Beiersdorf total 
consumer sales are expected to increase at a moderate CAGR of 1.83% 
from 2019 (EUR 6,067 million) to 2040 (EUR 9,051 million), a decrease 
compared to the past 7-year CAGR of 2.23%. 
Due to limited resources, no market data for the global adhesives 
technologies and sealants market could be retrieved. Based on the 
identified value drivers (see 3.2.1.), future revenue growth rates per region 
for the tesa segment were estimated. The tesa segment exhibited high top-
line growth in the last 7 years. Revenues increased at a CAGR of 4.43% 
and an average YoY-growth rate of 5.23%. It is expected that tesa’s sales 
continue to grow at a CAGR of 2.36% from EUR 1,419 million in 2019 to 
EUR 2,369 million in 2040 (avg. YoY-growth rate of 2.61%) (Figure 44), 
resulting in a share of total sales increase from 18.95% (2019) to 20.75% 
(2040). Most of tesa’s sales growth is expected to come from sales in 
Africa/Asia/Australia with a CAGR of +3.74%, a significant decrease 
compared to the past 7-year CAGR of +7.06%. Sales in the Americas are 
expected to grow moderately at a CAGR of +2.97%. The European market 
for adhesives technologies and sealants does not provide comparable 
growth opportunities for tesa. Hence, sales in this region are only expected 
to grow at a CAGR of 1.10% from 2019 (EUR 755 million) until 2024 (EUR 
960 million). 
  
Combined, the Beiersdorf Group is continuing the positive top-line growth 
of the past years at a slowing rate. Group sales are expected to increase 
from EUR 7,486 million in 2019 to EUR 11,420 million 2040, corresponding 
to a CAGR of +1.94%, a moderate decrease compared to the past 7-year 
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Figure 42: Sales Forecast for Beiersdorf’s 
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Source: Own Forecast 
Figure 44: Sales Forecast (EUR billion) and 
y-o-y Sales Growth - tesa 
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Figure 43: Regional Market Share 
Development – Consumer Segment 
Source: Own Forecast 
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CAGR of +2.61%. Generally, Beiersdorf’s geographical focus, both in the 
Consumer and the tesa segment, is shifting from mature and saturated 
markets towards emerging markets. This shift has become evident in 
recent years and will continue in the future. The Asian/African/Australian 
market is expected to replace Europe as the largest market for Beiersdorf 
in 2040, representing 41.66% of total sales, while sales in Europe decrease 
from 49.26% (2019) to 40.88% (2040) of total sales (Figure 45). 
4.1.2. Cost of Goods Sold 
Costs of Goods Sold (COGS) are primarily attributable to internally 
produced goods (material, direct labour, energy) and capture a large 
portion of expenditures as Beiersdorf’s products are mainly manufactured 
internally. At Group level, COGS grew from 36.87% (EUR 2,077 million) in 
2011 to 42.51% (EUR 3,075 million) of revenues in 2018, because as of 
2014 direct expenses for distribution logistics were reclassified from 
Marketing & Selling expenses to COGS in the Consumer segment. 
Moreover, the relocation of tesa’s headquarters and production facilities 
led to a further increase in COGS from 2015 onwards (Figure 46).  
In 2018, Beiersdorf reported a Gross Margin of 57.49%, corresponding to 
a Gross Profit of EUR 4,158 million. Due to the relative increase in COGS, 
gross margin has been decreasing from 2011 (63.13%) to 2018 (57.49%). 
The decrease in gross margin is most visible in the Consumer segment, 
with a decrease of 663 bps from 2011 (66.99%) to 2018 (60.37%). As 
mentioned above, one of the main growth drivers in the Consumer segment 
is the extensive sales growth of Beiersdorf’s luxurious cosmetics brand La 
Prairie. Premium cosmetics are less price sensitive than mass-market 
labels and hence have higher margins. Since La Prairie’s growth period is 
expected to continue in the future and the newly launched Eucerin anti-
pigment series is sold at higher prices as well, gross margin in the 
consumer segment will slowly increase, positively affecting the Group’s 
gross margin from 2019 (57.39%) to 2040 (58.08%). 
4.1.3. Operating Result 
Analogous to the steady growth in sales, the Group-EBIT increased 
simultaneously with a CAGR of 12.39% from 2011 (EUR 431 million) to 
2018 (EUR 1,097 million). Thereby, Beiersdorf managed to improve its 
operating margin from 11.36% (2012) to 15.0% (2018), mainly coming from 
margin expansion in the Consumer segment from 11.43% in 2011 to 
15.04% in 2018. Consumer operating margin is slowly converging to 
industry levels (L’Oreal: 2018 Operating Margin of 18.3%; Procter & 
51% 49% 49% 49% 48% 47% 47% 46% 41%
17,5% 17,9% 17,9% 17,6% 17,7% 17,7% 17,7% 17,7%
17,9%
31,7% 32,9% 33,5% 33,5% 34,2% 35,0% 35,6% 36,2% 41,2%
2018 2019 FC 2020 FC 2021 FC 2022 FC 2023 FC 2024 FC 2025 FC 2040 FC
Europe Americas A/A/A
Source: Own Forecast 
Figure 45: Regional Sales Share 
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Figure 46: Cost Development at Group 
Level (EUR million) 
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Figure 47: Future R&D and Marketing 
Spend Development (EUR million) 
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Gamble: 2018 Operating Margin of 20.5%). The operating margin 
improvement has been a consequence of cuts in marketing and selling 
expenses.  
C.A.R.E.+ stipulates a margin expansion in the Consumer segment. 
Investors expected most of the incremental investment (EUR 70 - 80 
million) to be allocated to marketing. However, Beiersdorf’s half year report 
reveals that marketing expenses as % of sales further decreased to 
34.14% compared to the first 2 quarters of 2018 (34.54%). Further, profit 
margin decreased from 11.26% to 10.87%. Beiersdorf needs to increase 
operating expenditures in the future to achieve the C.A.R.E. + goals. 
Especially, marketing and selling as well as R&D expenses need to 
increase in the future (Figure 47). Given a long-term increase of marketing 
expenses as % of sales towards 33.59% (full-year basis) as of 2026, 
operating margin is decreasing and reaching a level of roughly 13.4% in 
the long-run (Figure 48). Profit margins, however, are increasing in the long 
run (Figure 49).  
4.1.4. Financing Structure 
The financing structure of Beiersdorf reveals its strong financing position. 
As of December 31, 2018, 63.66% of total assets were financed internally 
with equity (62.42% in 2017). Non-current liabilities (EUR 874 million) 
made up 9.85% (10.48% in 2017) of total assets. Current liabilities (EUR 
2,350 million) made up the remaining 26.49% (27.06% in 2017) of 
Beiersdorf’s financing structure (Figure 50). 
Interest-bearing liabilities, short-term bank loans, other short-term financial 
obligations and long-term financial liabilities, amount to only 0.94% (1.38% 
in 2017) of total equity and liabilities and substantiate Beiersdorf’s healthy 
financial position. 
Furthermore, the company maintains a positive net liquidity position of 
EUR 4,402 million (EUR 4,189 million in 2017) (see Figure 11). While 
current liabilities to banks only amount to EUR 18 million (EUR 14 million 
in 2017), Beiersdorf reports cash, cash equivalents, long- and short-term 
securities of EUR 4,421 million (EUR 4,203 million). Thereby, cash and 
cash equivalents include bank balances and very short-term liquid 
investments (money market funds). Securities, amounting to EUR 3,502 
million in 2018 (EUR 3,302 million in 2017) comprise listed government 
and corporate bonds, equities, and commercial papers. 
Due to the high cash balance and large amount of securities, that the 
company reports as of December 31, 2018, Beiersdorf is (currently) not 
exposed to any liquidity risk. 
64%10%
26%
 Equity  Non-current liabilities  Current liabilities
Figure 50: Beiersdorf’s Financing 
Structure in 2018 
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/ Sales) Development 
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Figure 48: Future Operating Margin 
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As a result of the implementation of IFRS 16 (as of January 1, 2019), lease 
expenses related to operating leases will be transferred from operating 
expenses to current (+ EUR 55 million) and non-current (+ EUR 123 
million) financial liabilities, increasing financial debt in the long run. Hence, 
the debt to equity ratio will rise from 1.47% in 2018 to 4.99% in 2019 (Figure 
51). Beiersdorf exercises the option not to recognize low-value and short-
term leases under financial liabilities but will continue to recognize these 
under operating expenses. Since Beiersdorf always had a strong cash 
balance, the higher debt to capital ratio will not have a significant effect on 
the company’s strong financial position nor will it impose any liquidity risk. 
4.1.5. CAPEX and Goodwill 
Capital expenditures as a percentage of sales fluctuated in the past. 
Especially in 2018, CAPEX increased by 219 bps to 4.95% relative to 
sales, resulting from tesa’s three acquisitions in 2018. Consequently, 
Goodwill increased sharply by 64.06% from EUR 64 million (2017) to EUR 
105 million (2018). For valuation and modelling purposes, Goodwill is kept 
constant at the 2018 level.   
4.1.6. Tangible Assets 
Tangible assets make up 28.81% (prior year: 26.13%) of non-current 
assets and 13.97% (12.50%) of total assets in 2018. Beiersdorf’s Property, 
Plant and Equipment (PPE) is carried at cost and reduced by straight-line 
depreciation over the assets’ expected useful lives. Since Beiersdorf began 
building new headquarters and a research centre in Hamburg in April 2018, 
the costs of advance payments and assets under construction increased 
by 10.83% to EUR 273 million in 2018. In general, net PPE increased at a 
CAGR of 8.84% from 2011 to 2018. Relative to total sales, PPE grew from 
11.34% in 2011 to 17.13% in 2018. The new headquarters is expected to 
be opened in 2021. As of then, most of the costs reported under advance 
payments and assets under construction will be shifted to land, land rights 
and buildings. Beiersdorf’s leases include real estate, company cars and 
IT equipment. The new accounting standard IFRS 16 provides for the 
assets to be recognized on the lessee’s balance sheet. Therefore, PPE 
increases in 2019 by EUR 180 million to EUR 1,462 million. Consequently, 
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Figure 51: Debt-to-Equity Ratio 
Development  
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Figure 52: PPE, Depreciation and CAPEX 
Development (EUR million)  
Source: BEI Annual Report, Own Forecast 
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4.1.7. Intangible Assets 
Beiersdorf’s intangible assets can be divided into amortizable intangible 
assets and non-amortizable intangibles. Together, they make up 4.91% 
(prior year: 3.57%) of non-current assets and 2.38% (1.71%) of total assets 
in 2018. 
Indefinite-lived intangible assets include the Chinese hair care brands 
Maestro and SLEK, that were acquired when the shares of the Beiersdorf 
Hair Care Group China were purchased. The Chinese hair care brands 
have been recognized as indefinite-lived intangible assets, since 
Beiersdorf plans to utilize them for an unlimited period. The annual 
impairment testing in 2018 resulted in a write-down of EUR 16 million in 
the carrying amount of the trademarks (to EUR 5 million), because SLEK 
performed poorly. Due to persistent poor performance of this brand, 
Beiersdorf divested SLEK in August 2019. Since most of the brand’s value 
has been impaired in the past years, the carrying amount of intangible 
assets is expected to stay constant in the future. 
4.2. Relative Valuation 
4.2.1. Comparable Company Valuation 
Since company trading multiples vary between industries, the selected 
peer group for Beiersdorf was divided into peers from the consumer 
segment and peers from the adhesive technologies market (tesa). 
In the process of selecting an appropriate set of comparable companies a 
long list of publicly traded companies from the same industry with similar 
global revenue breakdowns was compiled. Hereafter, players were mainly 
ruled out due to their difference in size, growth, operational focus or product 
offering (see detailed selection criteria in “Peers Long List” in excel file). 
Finally, this left a peer group of 11 companies for the Consumer segment 
and five for the tesa segment (Figure 53).  
For the comparable company valuation, the three most widely used 
multiples were selected, being EV/Revenue, EV/EBITDA and EV/EBIT 
(Figure 54). The estimates used for the peer valuation are all based on 
forward looking numbers, rather than historical or trailing ones. This is 
consistent with the principles of valuation that a company’s present value 
is equal to its discounted future cash flows. Consequently, the estimates 
for 2020 were used for the valuation. After obtaining the median, mean, as 
well as the lower and upper bounds for the two segments, the multiples 
were applied to Beiersdorf’s financials. The overall EV was determined by 
Figure 53: Short List of Comparable 
Companies 
EV/Sales EV/EBITDA EV/EBIT
2020 FC 2020 FC 2020 FC
2.78x 16.26x 19.05x
Comparable Companies: Personal Care and Household Players
1 L'Oreal SA 4.56x 19.64x 24.12x
2 Estee Lauder 4.51x 20.70x 24.72x
3 Nestle SA 3.73x 16.92x 20.74x
4 Procter & Gamble 4.74x 18.14x 21.64x
5 Danone SA 2.63x 13.39x 16.56x
6 Kao Corp 2.46x 12.84x 16.64x
7 Unilever NV 3.21x 14.00x 16.31x
8 Shiseido 2.77x 16.39x 16.39x
9 Colgate-Palmolive 4.26x 15.56x 17.39x
10 Kerry Group 2.78x 18.22x 22.53x
11 Henkel AG 1.96x 10.28x 12.03x
Comparable Companies: Adhesive Players Worldwide
1 Scapa Group 1.26x 16.14x 29.14x
2 Huntsman Corp n/a 6.58x 10.02x
3 Henkel AG 1.96x 10.97x 13.30x
4 Nitto Denko 0.75x 4.44x 6.64x
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using a weighting Revenue, EBIT and EBITDA according to their 
respective Consumer / tesa segment.  
The projected 2020 Group sales EV/Sales yielded an overall share price 
of EUR 114.26. Beiersdorf’s share price derived from the relative median 
EV/EBITDA-multiple amounts to EUR 94.55 and EUR 89.83 for the 
projected 2020 EV/EBIT-multiple (See Appendix 5.5.). 
4.3. Intrinsic Valuation 
4.3.1. Explicit Forecast Period 
As mentioned in the previous section, the main growth driver is the 
expected increase in sales and operations in emerging markets. Especially 
the beauty and personal care market is experiencing a radical change, 
which Beiersdorf needs to react upon. Furthermore, the new accounting 
standard imposes some significant changes to Beiersdorf financial 
statements, prolonging the time until Depreciation & Amortization (D&A) 
and Trade Working Capital reach constant ratios to sales. Therefore, the 
medium- to long-term explicit forecast period is set to 22 years, from 2019 
to 2040. 
4.3.2. Cost of Capital 
In order to discount Beiersdorf’s unlevered FCFs, an appropriate weighted 
average cost of capital has to be determined. As an adequate proxy for the 
risk-free rate the yield for 3-year German Government Bunds is applicable, 
as this is the same currency in which the majority of Beiersdorf’s 
shareholders measure their return. 
In order to find the Beiersdorf’s beta, the historical monthly returns of 
Beiersdorf’s stock were regressed against the excess monthly return of the 
MSCI World index over the horizon of five years. This yields an overall Beta 
of 0.48. After applying a 95% Confidence Interval to the obtained Beta the 
upper and lower bounds were found at 0.21 and 0.83, respectively. To find 
a more accurate estimate for the company’s systematic risk, a 5-year 
rolling Beta over the historical period of 15 years was calculated (Figure 
55). Since the obtained rolling Beta showed a high degree of volatility, with 
values ranging between 0.37 and 0.99, the Beta of Beiersdorf’s 
comparable companies were computed. To find a further implication of 
Beiersdorf’s true unlevered Beta, a peer Beta was derived using a bottom-
up approach. Another reason for doing so is that a Beta’s standard error is 
significantly smaller when averaging multiple regressions than the 
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2019). Therefore, Beiersdorf’s stock, as well as the stocks of publicly 
traded peers were regressed against the MSCI World. To arrive at an 
appropriate estimation of Beiersdorf’s Beta, the generated value was 
weighted by the 2018 sales distribution between the Consumer and tesa 
segment. Thereafter, the obtained Beta was un-levered at the peers’ 
respective D/E ratios and re-levered at Beiersdorf’s target D/E ratio. 
Past research suggests that over time the estimated raw Beta tends to 
converge to the mean of systematic risk. The mean reversion, also known 
as “⅓ + ⅔”-adjustment, assumes that a company’s beta moves towards 
the market average over time, i.e. converging towards the mean of 1. 
Applying the “⅓ + ⅔”-adjustment thus generates a forward-looking Beta 
(Koller, Goedhart & Wessels, 2015).  
Finally, a beta of 0.731 was obtained as the beta selected for the further 
computation of Beiersdorf’s cost of capital. 
As it was of IFRS 16 will cause the D/E-ratio to increase to 4.99% in 2019. 
Since Beiersdorf does not currently have any bonds outstanding, implied 
after-tax cost of debt mentioned in the financing part of this report, the first-
time implementation was approximated by using the 5-year average of the 
company’s past interest expenses relative to its total debt, including core 
and non-core provisions in order to approximate a rate for Beiersdorf’s 
future interest expenses. After applying the German statutory tax rate of 
30%, to account for Beiersdorf’s tax-shield, the after-tax cost of debt 
amounts to 0.49%. Although this value seems rather low, it can be 
considered appropriate for a company with such conservative levels of 
leverage. Due to the fact that 50% of Beiersdorf’s revenues come from 
outside Europe, a GDP-weighted country risk premium of 1.18% (Figure 
56) is added to the generally accepted market risk premium (MRP) of 
5.75%, recommended by KPMG Equity Advisors (Groenendijk, 
Engelbrecht, v. Baardwijkk, 2019). The cost of equity, derived using the 
CAPM, amounts to 4.74%, ultimately arriving at a WACC of 4.54% (Figure 
57). 
4.3.3. Terminal Growth Rate and Equity Bridge 
In order to find the long-term growth rate for Beiersdorf, the future FCFs of 
the core business were forecasted up until a point where the firm reaches 
its steady state. This is at a point in time where the value creation (ROIC) 
converges to the cost of capital and the growth rate stabilizes to a constant 
level close to zero. For Beiersdorf this point is reached in FY2040, where 
the ROIC settles at 4.4% and the perpetual growth rate for the company’s 
terminal value reaches a level of 0.42%. After discounting the future cash 
Figure 58: Enterprise Value to  
Equity Bridge  
 
Source: DCF Valuation 
Risk-Free Rate -0,64%
Market Risk Premium 5,75%
Country Risk Premium 1,18%
German Corporate Tax Rate 30,00%
Target D/E Ratio 4,99%
Beta 0,73
Cost of Equity 4,74%
After-Tax Cost of Debt 0,49%
WACC 4,54%
Figure 57: Input Factors for Weighted 
Average Cost of Capital  
 
Source: Own Estimations, Damodaran, KPMG 













Beiersdorf all regions [Revenue 2018 
weighted]: 1.18%
Figure 56: Country Risk Premium 
Source: Damodaran 
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flows and the terminal value at the prior computed WACC of 4.54% (Figure 
57) an Enterprise Value (EV) of EUR 21.16 billion was estimated for 
Beiersdorf. Deducting the company’s net debt positions and adding back 
non-operating assets yields an Equity Value (EQV) of EUR 24.61 billion, 
which represents the true value for shareholders (Figure 58). After dividing 
the EQV by the projected number of shares outstanding in 2019 
(226.818.984), the estimated share price amounts to EUR 108.42. 
4.3.4. Sensitivity Analysis 
Since Beiersdorf is acting in a dynamic international market, the company 
can be subject to fluctuations in top-line growth rates, like changes in 
consumer demand, as well as changing market environments, i.e. 
systematic risk. Beiersdorf’s future growth markets, of which many are 
classified as emerging markets, can be sensitive to unforeseeable risks 
like political uncertainty, foreign exchange fluctuations, risk of inflation and 
many others.  
The company beta and the perpetual growth rate were selected for 
conducting a sensitivity analysis. These input factors were chosen given 
the fact that Beiersdorf’s systematic risk exposure is the most uncertain 
variable for the company’s cost of capital and the terminal value is highly 
sensitive to any marginal changes in the perpetual growth rate. 
Accordingly, beta and the perpetual growth rate were tested to up- and 
downside changes, in order to see the impact on the company’s WACC 
(Figure 59) and the overall share price (Figure 60). Applying the adjusted 
lower- and upper bound betas of 0.5 and 0.97 from Beiersdorf’s peer beta 
regression, yields an overall share price range between EUR 85.46 and 
EUR 150.69. 
Before finalizing Beiersdorf’s valuation it is important to analyse the 
company’s shareholder value creation. On average the ROIC is 2.77% 
higher than the WACC for the whole forecasting period up until FY2040 
(Figure 61). In the long-run, Beiersdorf’s value creation tends to zero with 










Source: DCF Valuation 
Beta WACC
0,50          3,26%
0,61          3,90%
0,73          4,54%
0,85          5,18%
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Figure 61: Beiersdorf Value Creation 
compared to WACC 
 
Source: DCF Valuation 
Figure 60: Sensitivity Analysis  
of Share Price 
 
Source: DCF Valuation 
Beta 0,05% 0,06% 0,07% 0,08% 0,09%
0,50          149,73 149,97 150,21 150,45 150,69
0,61          125,46 125,61 125,76 125,90 126,05
0,73          108,23 108,32 108,42 108,51 108,61
0,85          103,18 103,26 103,33 103,40 103,47
0,97          85,46 85,50 85,55 85,59 85,64
Perpetuity growth
Share Price (in €)
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5. Appendix  


















































in EUR mio. 2017 2018 2019 FC 2020 FC 2021 FC 2022 FC 2023 FC 2024 FC 2025 FC 2026 FC 2027 FC 2028 FC 2029 FC 2030 FC 2031 FC 2032 FC 2033 FC 2034 FC 2035 FC 2036 FC 2037 FC 2038 FC 2039 FC 2040 FC
Core Invested Capital - Excluding Intangible Assets 3.824 4.238 4.306 4.444 4.589 4.738 4.893 5.023 5.173 5.332 5.498 5.671 5.853 6.044 6.161 6.244 6.306 6.358 6.406 6.434 6.462 6.489 6.517 6.546
Working cash as % of Revenue 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2%
Operating cash 141 145 150 155 160 165 171 175 181 186 192 198 204 211 215 218 220 222 224 225 226 227 228 229
Trade receivables 1.326 1.394 1.443 1.492 1.542 1.593 1.645 1.689 1.740 1.793 1.849 1.907 1.969 2.033 2.072 2.100 2.121 2.138 2.154 2.164 2.173 2.183 2.192 2.202
Inventories 854 986 927 951 979 1.009 1.041 1.068 1.100 1.133 1.169 1.206 1.244 1.285 1.310 1.327 1.340 1.352 1.362 1.368 1.374 1.379 1.385 1.392
Property, Plant and Equipment, net 1.026 1.239 1.283 1.327 1.371 1.417 1.463 1.502 1.547 1.595 1.644 1.696 1.751 1.808 1.843 1.867 1.886 1.902 1.916 1.924 1.933 1.941 1.949 1.958
Income tax receivables 108 108 119 123 127 131 135 139 143 147 152 157 162 167 170 173 174 176 177 178 179 179 180 181
Other current assets 169 158 183 189 195 202 208 214 220 227 234 242 249 257 262 266 269 271 273 274 275 276 278 279
Other non-current assets 23 30 13 13 14 14 14 15 15 16 16 17 17 18 18 18 19 19 19 19 19 19 19 19
Deferred tax assets 177 178 188 195 201 208 215 221 227 234 241 249 257 265 270 274 277 279 281 282 284 285 286 287
Core Invested Capital - Intangible Assets 140 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211 211
Goodwill 64 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105 105
Nonamortizable intangible assets 21 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
Amortizable intangible assets 55 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101 101
Core Invested Liabilities 1.971 2.120 2.013 2.069 2.132 2.199 2.270 2.330 2.399 2.472 2.549 2.630 2.714 2.802 2.857 2.895 2.924 2.948 2.970 2.983 2.996 3.009 3.022 3.035
Accounts payables 1.420 1.554 1.429 1.465 1.508 1.555 1.605 1.647 1.695 1.747 1.801 1.858 1.918 1.980 2.019 2.046 2.066 2.083 2.099 2.108 2.117 2.126 2.135 2.145
Income tax liabilities 162 189 169 175 181 187 193 198 204 211 217 224 231 239 243 247 249 251 253 254 255 256 257 258
Other non-current provisions 70 74 67 69 72 74 76 78 81 83 86 89 91 94 96 98 99 99 100 101 101 101 102 102
Other current provisions 243 237 267 277 286 295 305 313 322 332 343 354 365 377 384 389 393 396 399 401 403 405 406 408
Other non-current liabilities 2 2 2 3 3 3 3 3 3 3 3 3 3 3 4 4 4 4 4 4 4 4 4 4
Deferred tax liabilities 74 64 77 80 83 85 88 91 93 96 99 102 106 109 111 113 114 115 115 116 116 117 117 118
Total Core Invested Capital 1.993 2.329 2.504 2.586 2.668 2.750 2.834 2.904 2.985 3.070 3.159 3.253 3.350 3.452 3.515 3.559 3.593 3.621 3.646 3.662 3.676 3.691 3.706 3.722
Non-core Invested Capital 28 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30
Non-current assets and disposal groups held for sale 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Tax loss carry forward 28 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30
Non-core liabilities 996 1.021 1.058 1.105 1.154 1.206 1.261 1.311 1.368 1.428 1.491 1.559 1.630 1.705 1.761 1.809 1.852 1.894 1.934 1.970 2.006 2.044 2.082 2.121
Provisions for pensions and other post-employment benefits 659 677 677 711 747 786 826 865 908 954 1.003 1.055 1.109 1.168 1.214 1.254 1.292 1.328 1.365 1.398 1.432 1.467 1.503 1.539
Other current liabilities 102 105 127 131 136 140 145 149 153 158 163 168 173 179 182 185 186 188 189 190 191 192 193 194
Other non-current provisions 51 50 40 42 43 44 46 47 49 50 52 53 55 57 58 59 59 60 60 60 61 61 61 61
Other current provisions 184 189 214 221 229 236 244 251 258 266 274 283 292 302 308 312 315 317 320 321 323 324 325 327
Total Non-core Invested Capital (968) (991) (1.028) (1.075) (1.124) (1.176) (1.231) (1.281) (1.338) (1.398) (1.461) (1.529) (1.600) (1.675) (1.731) (1.779) (1.822) (1.864) (1.904) (1.940) (1.976) (2.014) (2.052) (2.091)
Total Invested Capital 1.025 1.338 1.476 1.511 1.544 1.574 1.603 1.623 1.647 1.672 1.698 1.724 1.750 1.777 1.784 1.780 1.771 1.757 1.742 1.721 1.700 1.677 1.654 1.631
Net Financial Assets 4.100 4.309 4.718 5.254 5.818 6.410 7.032 7.687 8.380 9.102 9.857 10.644 11.467 12.325 13.230 14.165 15.124 16.101 17.097 18.109 19.135 20.175 21.227 22.293
Excess Cash and cash equivalents 760 774 1.249 1.686 2.149 2.639 3.156 3.730 4.327 4.946 5.593 6.268 6.973 7.709 8.555 9.464 10.415 11.395 12.397 13.435 14.486 15.552 16.631 17.724
Non-current financial assets / securities 2.532 2.613 2.697 2.789 2.882 2.977 3.075 3.158 3.252 3.352 3.456 3.565 3.680 3.799 3.873 3.925 3.964 3.997 4.027 4.045 4.062 4.079 4.097 4.115
Other current financial assets 151 116 139 144 149 154 159 163 168 173 179 184 190 196 200 203 205 206 208 209 210 211 212 213
Current securities 770 889 941 973 1.005 1.038 1.072 1.101 1.134 1.169 1.205 1.243 1.283 1.325 1.351 1.369 1.382 1.394 1.404 1.410 1.417 1.423 1.429 1.435
Total Debt (113) (83) (309) (338) (367) (398) (431) (464) (500) (538) (576) (617) (659) (704) (749) (796) (843) (891) (940) (989) (1.039) (1.090) (1.142) (1.194)
Non-current financial liabilities (4) (7) (126)
Other current financial liabilities (109) (76) (183)
Total Equity 5.125 5.647 6.193 6.765 7.361 7.984 8.635 9.310 10.027 10.775 11.555 12.368 13.217 14.103 15.014 15.946 16.894 17.859 18.839 19.831 20.835 21.852 22.881 23.924
in EUR mio. 2017 2018 2019 FC 2020 FC 2021 FC 2022 FC 2023 FC 2024 FC 2025 FC 2026 FC 2027 FC 2028 FC 2029 FC 2030 FC 2031 FC 2032 FC 2033 FC 2034 FC 2035 FC 2036 FC 2037 FC 2038 FC 2039 FC 2040 FC
Income Statement - Core
Revenue 7.056 7.233 7.491 7.746 8.005 8.270 8.541 8.770 9.031 9.309 9.599 9.902 10.220 10.552 10.757 10.901 11.010 11.101 11.184 11.233 11.282 11.330 11.379 11.429
COGS (2.910) (3.075) (3.192) (3.274) (3.370) (3.474) (3.585) (3.679) (3.787) (3.903) (4.025) (4.152) (4.285) (4.424) (4.510) (4.570) (4.616) (4.654) (4.689) (4.710) (4.730) (4.750) (4.771) (4.792)
Gross Profit 4.146 4.158 4.299 4.472 4.635 4.795 4.956 5.091 5.244 5.406 5.574 5.751 5.935 6.128 6.247 6.331 6.394 6.447 6.495 6.524 6.552 6.580 6.608 6.638
Total core operating expenses (3.062) (3.099) (3.321) (3.462) (3.593) (3.719) (3.844) (3.949) (4.067) (4.192) (4.322) (4.459) (4.601) (4.750) (4.842) (4.907) (4.956) (4.997) (5.034) (5.056) (5.077) (5.099) (5.121) (5.144)
Selling and marketing expenses (2.321) (2.335) (2.515) (2.627) (2.730) (2.827) (2.924) (3.004) (3.094) (3.190) (3.290) (3.394) (3.503) (3.617) (3.687) (3.736) (3.774) (3.805) (3.833) (3.850) (3.867) (3.883) (3.900) (3.917)
General and administrative expenses (395) (404) (423) (436) (450) (465) (480) (492) (507) (523) (539) (556) (574) (592) (604) (612) (618) (623) (628) (631) (633) (636) (639) (642)
R&D expenses (196) (211) (229) (240) (250) (259) (268) (275) (284) (293) (302) (311) (321) (332) (338) (343) (346) (349) (352) (353) (355) (356) (358) (359)
D&A (150) (149) (154) (158) (163) (168) (173) (177) (182) (187) (192) (198) (204) (210) (213) (216) (218) (220) (221) (222) (223) (224) (225) (226)
Core operating income [EBIT] (before tax) 1.084 1.059 978 1.010 1.042 1.077 1.112 1.142 1.177 1.214 1.252 1.292 1.334 1.378 1.405 1.424 1.438 1.451 1.461 1.468 1.474 1.481 1.487 1.494
Taxes (349) (306) (293) (303) (313) (323) (334) (343) (353) (364) (376) (388) (400) (413) (422) (427) (432) (435) (438) (440) (442) (444) (446) (448)
NOPLAT 735 753 685 707 730 754 778 800 824 849 876 904 934 965 984 997 1.007 1.015 1.023 1.028 1.032 1.037 1.041 1.046
Income Statement - Non-Core
Other expense (174) (156) (170) (182) (193) (203) (213) (222) (232) (243) (254) (266) (278) (291) (301) (309) (317) (324) (331) (337) (344) (350) (357) (363)
Other income 178 194 199 206 215 225 235 244 255 266 279 291 305 319 330 339 347 355 363 370 377 384 391 399
Net pension result (12) (12) (13) (14) (15) (16) (17) (17) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Non-Core Income [EBIT] (before tax) (8) 26 15 10 7 6 5 4 23 24 25 26 27 28 29 30 31 31 32 33 33 34 34 35
Taxes 0 (8) (5) (3) (2) (2) (1) (1) (7) (7) (7) (8) (8) (8) (9) (9) (9) (9) (10) (10) (10) (10) (10) (11)
Non-Core Income [EBIT] (after tax) (8) 18 11 7 5 4 3 3 16 17 17 18 19 20 20 21 21 22 22 23 23 24 24 25
Other Comprehensive Income (67) (48) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Non-Core Result (75) (30) 11 7 5 4 3 3 16 17 17 18 19 20 20 21 21 22 22 23 23 24 24 25
Income Statement - Financial
Interest Expenses (8) (9) (11) (12) (12) (13) (14) (14) (15) (16) (17) (17) (18) (19) (20) (21) (21) (22) (23) (23) (24) (25) (25) (26)
Interest Income 35 35 39 44 48 53 58 63 69 75 81 87 94 101 108 116 124 132 140 148 156 165 173 182
Net interest income 27 26 28 32 36 40 44 49 54 59 64 70 76 82 88 95 102 110 117 125 132 140 148 156
Other financial result (81) (63) 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Net taxable financial (expense) / income (54) (37) 30 32 36 40 44 49 54 59 64 70 76 82 88 95 102 110 117 125 132 140 148 156
Tax Shield 16 11 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Financial Result (38) (26) 30 32 36 40 44 49 54 59 64 70 76 82 88 95 102 110 117 125 132 140 148 156
Total Comprehensive Income 622 697 725 746 770 797 826 852 893 925 958 992 1.028 1.066 1.092 1.113 1.131 1.147 1.162 1.175 1.188 1.200 1.213 1.226
Tax Break-Down
Statutory Tax Rate 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30%
Reported Taxes 333 303 298 306 315 325 335 344 360 371 383 395 408 422 430 436 441 445 448 450 452 454 456 459
Tax Shield (16) (11) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Taxes on Non-Core 0 8 5 3 2 2 1 1 7 7 7 8 8 8 9 9 9 9 10 10 10 10 10 11
Taxes on Core 349 306 293 303 313 323 334 343 353 364 376 388 400 413 422 427 432 435 438 440 442 444 446 448
EBIT 1.084 1.059 978 1.010 1.042 1.077 1.112 1.142 1.177 1.214 1.252 1.292 1.334 1.378 1.405 1.424 1.438 1.451 1.461 1.468 1.474 1.481 1.487 1.494
Effective Tax Rate -32,2% -28,9% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0% -30,0%
in EUR mio. 2012 2013 2014 2015 2016 2017 2018 2019 FC 2020 FC 2021 FC 2022 FC 2023 FC 2024 FC 2025 FC 2026 FC 2027 FC 2028 FC 2029 FC 2030 FC 2031 FC 2032 FC 2033 FC 2034 FC 2035 FC 2036 FC 2037 FC 2038 FC 2039 FC 2040 FC
Cash Flow Core Business
NOPLAT 556 543 542 633 706 735 753 685 707 730 754 778 800 824 849 876 904 934 965 984 997 1.007 1.015 1.023 1.028 1.032 1.037 1.041 1.046
D&A 130 106 109 129 148 150 149 154 158 163 168 173 177 182 187 192 198 204 210 213 216 218 220 221 222 223 224 225 226
Change in NWC (622) (140) (333) 171 54 66 (45) (148) (38) (37) (37) (37) (31) (35) (37) (39) (41) (43) (45) (28) (19) (15) (12) (11) (7) (6) (6) (7) (7)
Net CAPEX (1.002) (197) (232) (219) (138) (173) (440) (181) (202) (208) (214) (220) (217) (227) (235) (242) (250) (258) (267) (249) (241) (237) (235) (235) (231) (231) (232) (233) (234)
Core Free Cash Flow (938) 312 86 714 770 778 417 509 625 648 671 694 729 743 764 787 811 836 862 920 953 974 987 998 1.012 1.017 1.022 1.026 1.030
Non-Core Free Cash Flow
Non-Core Result (290) (123) (166) 78 (99) (75) (30) 11 7 5 4 3 3 16 17 17 18 19 20 20 21 21 22 22 23 23 24 24 25
Change in Non-Core Capital 568 195 221 (120) 143 (39) 23 37 47 49 52 55 50 56 60 64 67 71 75 57 48 43 41 41 36 36 37 38 39
Non-Core Free Cash Flow 278 72 55 (42) 44 (114) (7) 48 54 54 56 58 53 72 77 81 85 90 95 77 69 65 63 63 59 60 61 62 64
Total Free Cash Flow (660) 384 141 672 814 664 410 557 679 702 728 752 782 816 841 868 896 926 957 997 1.021 1.038 1.050 1.061 1.071 1.077 1.083 1.088 1.094
Financing Cash Flow
Financial Result 23 7 27 19 38 (38) (26) 30 32 36 40 44 49 54 59 64 70 76 82 88 95 102 110 117 125 132 140 148 156
Change in Net Financial Assets (2.361) (82) (0) (522) (683) (452) (209) (408) (537) (563) (593) (621) (655) (693) (722) (754) (788) (822) (859) (905) (935) (958) (978) (995) (1.013) (1.026) (1.039) (1.053) (1.066)
Change in Equity 3.287 118 235 561 476 448 522 546 572 596 623 651 676 717 748 780 814 849 886 911 931 949 965 980 992 1.004 1.017 1.029 1.042
Total Comprehensive Income (289) (427) (403) (730) (645) (622) (697) (725) (746) (770) (797) (826) (852) (893) (925) (958) (992) (1.028) (1.066) (1.092) (1.113) (1.131) (1.147) (1.162) (1.175) (1.188) (1.200) (1.213) (1.226)
Financing Cash Flow 660 (384) (141) (672) (814) (664) (410) (557) (679) (702) (728) (752) (782) (816) (841) (868) (896) (926) (957) (997) (1.021) (1.038) (1.050) (1.061) (1.071) (1.077) (1.083) (1.088) (1.094)
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Discounted CF 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036 2037 2038 2039 2040 Terminal 
year 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22
Unlevered FCF 557,4 678,7 701,9 727,5 752,4 782,5 815,6 840,8 868,0 896,4 926,1 957,3 997,3 1.021,4 1.038,0 1.050,4 1.060,6 1.071,1 1.076,9 1.082,6 1.088,3 1.094,1 24.471,83
growth rate % 21,75% 3,42% 3,64% 3,42% 3,99% 4,23% 3,09% 3,23% 3,27% 3,32% 3,37% 4,18% 2,41% 1,63% 1,19% 0,97% 0,98% 0,54% 0,53% 0,53% 0,53%
TV using GGM to be discounted in 2025 - - - - - - - - - - - - - - - - - - - - - -
Discounted unlevered FCF 533,2 621,0 614,4 609,2 602,6 599,5 597,8 589,5 582,1 575,0 568,3 562,0 560,0 548,6 533,4 516,3 498,7 481,7 463,3 445,5 428,4 412,0 9.216,0
discounting factor 95,66% 91,50% 87,53% 83,73% 80,10% 76,62% 73,29% 70,11% 67,06% 64,15% 61,37% 58,70% 56,15% 53,72% 51,38% 49,15% 47,02% 44,98% 43,02% 41,16% 39,37% 37,66% 37,66%
Equity Bridge Comments
PV FCFF (2019 - 2024) 11.942,81
PV Terminal Value 9.215,99
Enterprise Value 21.158,80
(+) Excess cash and cash equivalents 1.249 Cash and cash equivalents reduced by operating cash (2% of revenues) - according to FC 2019
(+) Current Securities 941 Listed government bonds, commercial paper, near-money market retail funds, equities, and equity funds. - according to FC 2019
(+) Non-Current Securities 2.697 Listed government bonds, commercial paper, near-money market retail funds, equities, and equity funds. - according to FC 2019
(+) Other current financial assets 139
(-) Long Term Debt (Non-Current Liabilities) (126) No traded bonds, therefore the market value of debt was computed via the debt service.
(-) Other current financial liabilities (ST Bank Loans) (183) "As the current liabilities have remaining contractual maturities of less than 12 months as of the reporting date, their carrying amounts at the balance sheet date correspond aprrox to their fair value" - Note 26
(-) Employee Benefits - unfunded pension fund (677) Present Value of Defined Benefit obligations (NOTE 24) "Provisions for pensions and other post-employment benefits)
(-) Other Debt-deemed Provisions (589)
(-) Net Debt (3.452)
 = Equity Value 24.610,53
(-) Minorities (non controlling interests) (19) Non-controlling interests according to FC 2019
= Common Equity Value 24.591,46
Shares outstanding 226,82
Share Price 108,42€       
Comparable Companies Tesa/Consumer Split 
# Company Ticker Market Cap Sales EV EV/Sales EV/EBITDA EV/EBIT
in €M 2018 2018 2019 Current 2020 FC 2021 FC 2019 Current 2020 FC 2021 FC 2019 Current 2020 FC 2021 FC
BEI GY Equity 20.677 16.244 3,04x 2,78x 2,66x 17,46x 16,26x 15,02x 20,64x 19,05x 17,62x
Comparable Companies: Personal Care and Household Players
1 L'Oreal SA OR FP Equity 112.597 26.937 109.828 5,00x 4,56x 4,31x 21,90x 19,64x 18,46x 28,00x 24,12x 22,49x
2 Estee Lauder EL US Equity 52.388 13.683 53.239 4,48x 4,51x 4,22x 23,20x 20,70x 18,81x 28,78x 24,72x 22,39x
3 Nestle SA NESN SW Equity 237.365 91.750 268.498 3,83x 3,73x 3,60x 21,48x 16,92x 16,12x 27,95x 20,74x 19,63x
4 Procter & Gamble PG US Equity 195.001 66.832 216.862 4,38x 4,74x 4,59x 35,69x 18,14x 17,26x 54,05x 21,64x 20,42x
5 Danone SA BN FP Equity 39.814 24.651 52.714 2,79x 2,63x 2,53x 15,84x 13,39x 12,66x 21,66x 16,56x 15,61x
6 Kao Corp 4452 JT Equity 3.968 1.508 3.839 2,64x 2,46x 2,38x 14,30x 12,84x 12,27x 19,49x 16,64x 15,78x
7 Unilever NV UNA NA Equity 123.915 50.982 145.481 3,44x 3,21x 3,08x 12,11x 14,00x 13,22x 13,76x 16,31x 15,40x
8 Shiseido 4911 JT Equity 2.753 1.095 2.776 3,10x 2,77x 2,61x 22,27x 16,39x 14,58x 22,27x 16,39x 14,58x
9 Colgate-Palmolive CL US Equity 51.361 15.544 57.290 4,49x 4,26x 4,12x 16,44x 15,56x 15,01x 19,55x 17,39x 16,50x
10 Kerry Group KYG ID Equity 15.250 6.608 16.970 3,02x 2,78x 2,64x 22,63x 18,22x 16,75x 29,54x 22,53x 20,71x
11 Henkel AG HEN GR Equity 41.430 19.899 43.761 2,03x 1,96x 1,91x 10,97x 10,28x 9,90x 13,30x 12,03x 11,61x
Total 
First quartile (25th percentile) 27.532 10.145 30.365 2,9x 2,7x 2,6x 15,1x 13,7x 12,9x 19,5x 16,5x 15,5x
Third quartile (75th percentile) 118.256 38.960 127.654 4,4x 4,4x 4,2x 22,4x 18,2x 17,0x 28,4x 22,1x 20,6x
Mean 79.622 29.044 88.296 3,6x 3,4x 3,3x 19,7x 16,0x 15,0x 25,3x 19,0x 17,7x
Median 51.361 19.899 53.239 3,4x 3,2x 3,1x 21,5x 16,4x 15,0x 22,3x 17,4x 16,5x
Comparable Companies: Adhesive Players Worldwide
1 Scapa Group SCPA LN Equity 754 292 758 1,59x 1,26x 1,23x 19,10x 16,14x 9,34x 25,19x 29,14x 11,24x
2 Huntsman Corp HUN US Equity 48.332 18 16 0,91x n/a n/a 4,94x 6,58x n/a 6,57x 10,02x n/a
3 Henkel AG HEN GR Equity 41.430 19.899 43.761 2,03x 1,96x 1,91x 11,85x 10,97x 10,28x 14,04x 13,30x 12,03x
4 Nitto Denko 6988 JT Equity 1.278 856 978 0,76x 0,75x 0,74x 5,59x 4,44x 4,73x 7,78x 6,64x 7,66x
5 Sika AG SIKA SW Equity 17.666 7.085 19.814 3,46x 2,80x 2,64x 17,23x 20,69x 15,41x 20,95x 25,87x 19,28x
Total 
First quartile (25th percentile) 1.278 292 758 0,9x 1,1x 1,1x 5,6x 6,6x 8,2x 7,8x 10,0x 10,3x
Third quartile (75th percentile) 41.430 7.085 19.814 2,0x 2,2x 2,1x 17,2x 16,1x 11,6x 20,9x 25,9x 13,8x
Mean 21.892 5.630 13.065 1,8x 1,7x 1,6x 11,7x 11,8x 9,9x 14,9x 17,0x 12,6x
Median 17.666 856 978 1,6x 1,6x 1,6x 11,8x 11,0x 9,8x 14,0x 13,3x 11,6x
Beiersdorf AG
Source: Bloomberg
Enterprise Value per Segment
Sales EBITDA EBIT
2019 Current 2020 FC 2021 FC 2019 Current 2020 FC 2021 FC 2019 Current 2020 FC 2021 FC
6.073 6.261 6.460 915 939 966 803 825 848
First quartile (25th percentile) 17.637,08 16.929,23 16.583,00 13.780,63 12.865,56 12.505,98 15.684,43 13.587,20 13.155,65
Third quartile (75th percentile) 26.904,55 27.463,25 26.946,94 20.530,80 17.074,04 16.434,99 22.810,07 18.211,95 17.444,98
Mean 21.639,83 21.416,01 21.133,03 18.026,91 15.035,16 14.499,88 20.329,94 15.675,00 15.048,26
Median 20.899,16 20.089,46 19.918,23 19.650,53 15.392,49 14.499,94 17.889,64 14.344,83 13.995,99
Sales EBITDA EBIT
2019 Current 2020 FC 2021 FC 2019 Current 2020 FC 2021 FC 2019 Current 2020 FC 2021 FC
1.419 1.485 1.545 233 239 246 190 195 201
First quartile (25th percentile) 1.295,47 1.682,64 1.708,70 1.300,49 1.571,79 2.012,84 1.479,48 1.956,48 2.078,49
Third quartile (75th percentile) 2.881,66 3.224,59 3.226,45 4.010,44 3.857,19 2.842,75 3.984,46 5.051,11 2.780,20
Mean 2.484,82 2.513,35 2.514,40 2.732,74 2.811,55 2.444,13 2.835,54 3.318,20 2.521,26
Median 2.254,12 2.393,87 2.420,74 2.757,23 2.621,57 2.411,45 2.671,38 2.597,83 2.337,42
Sum of all Parts
First quartile (25th percentile) 18.932,56 18.611,86 18.291,70 15.081,12 14.437,36 14.518,82 17.163,92 15.543,68 15.234,14
Third quartile (75th percentile) 29.786,20 30.687,84 30.173,39 24.541,24 20.931,23 19.277,74 26.794,53 23.263,06 20.225,18
Mean 24.124,65 23.929,36 23.647,44 20.759,65 17.846,71 16.944,01 23.165,49 18.993,20 17.569,52
Median 23.153,28 22.483,32 22.338,97 22.407,76 18.014,05 16.911,40 20.561,02 16.942,66 16.333,41
First quartile (25th percentile) 15.461,76 15.141,07 14.820,91 11.610,32 10.966,56 11.048,02 13.693,12 12.072,88 11.763,34
Third quartile (75th percentile) 26.315,40 27.217,04 26.702,59 21.070,44 17.460,43 15.806,94 23.323,73 19.792,27 16.754,38
Mean 20.653,86 20.458,57 20.176,64 17.288,85 14.375,91 13.473,21 19.694,69 15.522,41 14.098,72
Median 19.682,49 19.012,53 18.868,18 18.936,96 14.543,26 13.440,60 17.090,22 13.471,86 12.862,62
First quartile (25th percentile) 68,17 €       66,75 €      65,34 €             51,19 €       48,35 €      48,71 €   60,37 €       53,23 €      51,86 €      
Third quartile (75th percentile) 116,02 €     119,99 €    117,73 €           92,90 €       76,98 €      69,69 €   102,83 €     87,26 €      73,87 €      
Mean 91,06 €       90,20 €      88,95 €             76,22 €       63,38 €      59,40 €   86,83 €       68,44 €      62,16 €      
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Disclosures and Disclaimers 
 
Report  Recommendations 
Buy Expected total return (including expected capital gains and expected dividend 
yield) of more than 10% over a 12-month period. 
Hold Expected total return (including expected capital gains and expected dividend 
yield) between 0% and 10% over a 12-month period. 
Sell Expected negative total return (including expected capital gains and expected 
dividend yield) over a 12-month period. 
 
 
This report was prepared by Casper Stadel and Antonia Remmerbach, Master in Finance students of 
Nova School of Business and Economics (“Nova SBE”), within the context of the Field Lab – Equity 
Research. 
This report is issued and published exclusively for academic purposes, namely for academic evaluation 
and master graduation purposes, within the context of said Field Lab – Equity Research. It is not to be 
construed as an offer or a solicitation of an offer to buy or sell any security or financial instrument. 
This report was supervised by a Nova SBE faculty member, acting merely in an academic capacity, 
who revised the valuation methodology and the financial model. 
Given the exclusive academic purpose of the reports produced by Nova SBE students, it is Nova SBE 
understanding that Nova SBE, the author, the present report and its publishing, are excluded from the 
persons and activities requiring previous registration from local regulatory authorities. As such, Nova 
SBE, its faculty and the author of this report have not sought or obtained registration with or certification 
as financial analyst by any local regulator, in any jurisdiction. In Portugal, neither the author of this report 
nor his/her academic supervisor is registered with or qualified under COMISSÃO DO MERCADO DE VALORES 
MOBILIÁRIOS (“CMVM”, the Portuguese Securities Market Authority) as a financial analyst. No approval 
for publication or distribution of this report was required and/or obtained from any local authority, given 
the exclusive academic nature of the report. 
The additional disclaimers also apply: 
USA: Pursuant to Section 202 (a) (11) of the Investment Advisers Act of 1940, neither Nova SBE nor 
the author of this report are to be qualified as an investment adviser and, thus, registration with the 
Securities and Exchange Commission (“SEC”, United States of America’s securities market authority) 
is not necessary. Neither the author nor Nova SBE receive any compensation of any kind for the 
preparation of the reports. 
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Germany: Pursuant to §34c of the WpHG (Wertpapierhandelsgesetz, i.e., the German Securities 
Trading Act), this entity is not required to register with or otherwise notify the Bundesanstalt für 
Finanzdienstleistungsaufsicht (“BaFin”, the German Federal Financial Supervisory Authority). It should 
be noted that Nova SBE is a fully-owned state university and there is no relation between the student’s 
equity reports and any fund raising programme. 
UK: Pursuant to section 22 of the Financial Services and Markets Act 2000 (the “FSMA”), for an activity 
to be a regulated activity, it must be carried on “by way of business”. All regulated activities are subject 
to prior authorization by the Financial Conduct Authority (“FCA”). However, this report serves an 
exclusively academic purpose and, as such, was not prepared by way of business. The author - a 
Master’s student - is the sole and exclusive responsible for the information, estimates and forecasts 
contained herein, and for the opinions expressed, which exclusively reflect his/her own judgment at the 
date of the report. Nova SBE and its faculty have no single and formal position in relation to the most 
appropriate valuation method, estimates or projections used in the report and may not be held liable by 
the author’s choice of the latter. 
The information contained in this report was compiled by students from public sources believed to be 
reliable, but Nova SBE, its faculty, or the students make no representation that it is accurate or 
complete, and accept no liability whatsoever for any direct or indirect loss resulting from the use of this 
report or of its content. 
Students are free to choose the target companies of the reports. Therefore, Nova SBE may start 
covering and/or suspend the coverage of any listed company, at any time, without prior notice. The 
students or Nova SBE are not responsible for updating this report, and the opinions and 
recommendations expressed herein may change without further notice. 
The target company or security of this report may be simultaneously covered by more than one student. 
Because each student is free to choose the valuation method, and make his/her own assumptions and 
estimates, the resulting projections, price target and recommendations may differ widely, even when 
referring to the same security. Moreover, changing market conditions and/or changing subjective 
opinions may lead to significantly different valuation results. Other students’ opinions, estimates and 
recommendations, as well as the advisor and other faculty members’ opinions may be inconsistent with 
the views expressed in this report. Any recipient of this report should understand that statements 
regarding future prospects and performance are, by nature, subjective, and may be fallible. 
This report does not necessarily mention and/or analyze all possible risks arising from the investment 
in the target company and/or security, namely the possible exchange rate risk resulting from the security 
being denominated in a currency either than the investor’s currency, among many other risks. 
The purpose of publishing this report is merely academic and it is not intended for distribution among 
private investors. The information and opinions expressed in this report are not intended to be available 
to any person other than Portuguese natural or legal persons or persons domiciled in Portugal. While 
preparing this report, students did not have in consideration the specific investment objectives, financial 
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situation or particular needs of any specific person. Investors should seek financial advice regarding 
the appropriateness of investing in any security, namely in the security covered by this report. 
The author hereby certifies that the views expressed in this report accurately reflect his/her personal 
opinion about the target company and its securities. He/ She has not received or been promised any 
direct or indirect compensation for expressing the opinions or recommendation included in this report. 
The content of each report has been shown or made public to restricted parties prior to its publication 
in Nova SBE’s website or in Bloomberg Professional, for academic purposes such as its distribution 
among faculty members for students’ academic evaluation. 
Nova SBE is a state-owned university, mainly financed by state subsidies, students tuition fees and 
companies, through donations, or indirectly by hiring educational programs, among other possibilities. 
Thus, Nova SBE may have received compensation from the target company during the last 12 months, 
related to its fundraising programs, or indirectly through the sale of educational, consulting or research 
services. Nevertheless, no compensation eventually received by Nova SBE is in any way related to or 
dependent on the opinions expressed in this report. The Nova School of Business and Economics does 
not deal for or otherwise offer any investment or intermediation services to market counterparties, 
private or intermediate customers. 
This report may not be reproduced, distributed or published, in whole or in part, without the explicit 
previous consent of its author, unless when used by Nova SBE for academic purposes only. At any 
time, Nova SBE may decide to suspend this report reproduction or distribution without further notice. 
Neither this document nor any copy of it may be taken, transmitted or distributed, directly or indirectly, 
in any country either than Portugal or to any resident outside this country. The dissemination of this 
document other than in Portugal or to Portuguese citizens is therefore prohibited and unlawful. 
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Abstract  
This individual subsection aims to investigate opportunities 
for Beiersdorf’s significantly high cash balance. The main 
ones discussed are higher shareholder compensation by 
changing dividend payout and, most importantly, inorganic 
growth through strategic acquisitions. The report highlights 
the industry’s M&A-market and current activities, followed 
by concrete suggestions for potential targets that could be 
of value to Beiersdorf. As concluding remarks, the positive 
impacts of inorganic growth for shareholders are being 
presented, followed by a final recommendation suggesting 
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When analysing Beiersdorf’s financials, one of the main things that stands out is the company’s 
significantly high net liquidity position amounting to over EUR 4 billion. Beiersdorf ranks first 
among its competitors regarding the relative cash balance (total cash plus short-term investments 
relative to total assets)1. A company with such rich cash reserves is generally considered to be 
in a healthy state. However, past research has found that holding back large amounts of cash 
bears an opportunity cost of capital, because cash itself does not generate income and could be 
invested in income-generating assets instead. Explanations for keeping such large cash levels 
can be led back to factors like a firm’s volatility of future cash flows or the fear of being unable 
to meet future debt obligations2. It is mainly for these reasons that firms hold back high amounts 
of cash reserves as precautionary measures against unexpected needs for liquidity. In the case of 
Beiersdorf, however, one can observe a historically stable generation of operating free cash flows 
(CAGR: 5%), as well as constantly low levels of interest-bearing debt with a debt-to-equity ratio 
of 1.5% in 2018. Therefore, the following part will investigate how Beiersdorf can put the excess 
cash to a better use and create shareholder value. 
Dividend Payout to Shareholders 
Due to a very conservative dividend payout policy of annually 0.7 € per share, which is not 
expected to change any time in the near future, the majority of past earnings have been ploughed 
back into the company. Consequently, Beiersdorf has built up a large cash pile over the years. 
In recent times this financial policy has caused a lot of public criticism, as year after year 
shareholders impatiently wait for a distribution of the generated profits. The most obvious 
method is to increase the dividend payout policy, which has remained constant at the same level 
since 2009. With a current payout ratio of 22%, Beiersdorf ranges way below the median of 
 
1 See Beiersdorf Equity Research Report (p.12): “Figure 30: Cash Balance of Beiersdorf’s Peer Group” 
  
2 Alzoubi, T. (2019). Firms' Life Cycle Stage and Cash Holding Decisions. Retrieved from 
https://www.abacademies.org/articles/firms-life-cycle-stage-and-cash-holding-decisions-7799.html 
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45%, obtained when analysing the current payout of selected peers3. Past research suggests that 
an announcement in dividend increases receive positive market reactions with stock prices 
increasing by 2% on average post-dividend announcements.  On the downside, investors might 
see this increase as a long-term commitment to pay higher dividends, forcing Beiersdorf to 
sustain the level of future earnings to pay for these higher dividends4.  
Inorganic growth through strategic acquisitions 
As confirmed in several statements of Beiersdorf CEO Stefan De Loecker, Beiersdorf is now 
actively looking for investment opportunities via M&A. According to statements made at an 
annual shareholder meeting, acquisitions or cooperations are conceivable above all in the field 
of natural cosmetics, where Beiersdorf has hardly had a presence to date5. When evaluating 
current data of the general M&A environment in Europe and the US, one can find a high potential 
in acquisitions of small and 
mid-cap companies with 
valuations below EUR 500 
million. Within this segment, 
multiples paid for small and 
mid-cap companies ranged 
between 8.9x and 11,7x 
EBITDA, while large 
companies were valued at nearly 14x EBITDA in 2018 (see Figure 1).  
In 2019 the overall beauty and care market has been one of the most vibrant industries when it 
 
3 See Beiersdorf Equity Research Report (p.4): “Figure 6: Beiersdorf’s Payout Ratio compared to Peer Group” 
 
4 Koller, T., Goedhart, M., & Wessels, D. (2015). Valuation (sixth edition). Wiley. 
 
5 Schwartz J. (2019). Beiersdorf hortet weiter Geld - Zukäufe nur wenn's passt. (2019). Retrieved from 
https://de.reuters.com/article/deutschland-beiersdorf-idDEKCN1RT1RE 
 
Source: Mergermarket  
Figure 1: Average EV/EBITDA Multiples paid by deal size (EU and US) 
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comes to M&A activity. According to a study by investment bank Capstone Headwater, the deal 
activity had already outpaced total 2018 by 19% as of November 21st.  Among the main 
highlights in late 2019 was the sale of a 51% stake by Kylie Jenner’s cosmetics and skincare 
brand Kylie Cosmetics to Coty Inc., amounting to a USD 600 million purchase price. The main 
acquisition rationale is to benefit from Kylie Cosmetics’ enormous popularity among young 
consumers, which was previously inexistent in Coty’s portfolio6 7. On the same day Estee Lauder 
announced its acquisition of a majority stake in Have & Be Co. The owner of Dr. Jart+ cosmetics 
not only represents the first addition of an Asian brand to Estee Lauder’s existing portfolio, but 
with USD 500 million in sales this year Dr. Jart+ will also rank among the top 10 of Estee 
Lauder’s brands by sales8. The competitive landscape is becoming more and more contested, as 
Asian companies are engaging in overseas M&A activities. Evidently Japanese beauty giant 
Shiseido acquired the actively wooed US-based clean-beauty skincare brand Drunk Elephant, 
fighting off prominent bidders like Estee Lauder in the process. In October 2019 the company 
announced a purchase price of USD 845 million, corresponding to more than 8x of Drunk 
Elephant’s Revenue, which makes it one of the biggest and most expensive acquisitions of a skin 
care brand ever9. Considering the above described market conditions, it becomes clear that 
Beiersdorf is facing a fierce competition when having to face other financial or strategic buyers 
 
6 Biondi, A. (2019). How Coty plans to grow Kylie Cosmetics. Retrieved from 
https://www.voguebusiness.com/beauty/coty-kylie-cosmetics-acquisition-kylie-jenner-beauty 
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in a potential bidding contest. The following section will investigate a potential consumer goods 
target in detail, evaluate its strategic fit for Beiersdorf and briefly present two further targets for 
the adhesive segment. A company that could be a realistic target, due to its actionability and a 
good strategic fit to Beiersdorf’s portfolio is Finland-based skin care, makeup and hair care 
manufacturer, LUMENE Oy. The company is a market leader in Finland and positioned in the 
“masstige”- environment, which sits between mass-and premium priced products. Lumene has 
a very well-perceived brand story of being “wild-crafted beauty”, as it offers products with 
Arctic plants and other ingredients originating from the Nordic nature. As to the company-
website, Lumene offers vegan and “cruelty-free” skin care and formulas with 100% naturally 
derived ingredients10. Thereby the product offerings are aligned with current market trends of 
increasing demand for healthy living and natural products, which were previously described in 
the market analysis of the main report. Financially, the company is targeting sales of EUR 75 
million and an EBITDA of EUR 8.5 million for the year 2019, making it a small to lower mid-
cap acquisition target per definition. According to Mergermarket-Intelligence the sole owner of 
Lumene, a London-based private equity firm Langholm Capital, has held the company since 
December 2014 and is currently in the process of identifying potential buyers for Lumene. 
Overall, this potential asset would not only complement well with Beiersdorf’s existing portfolio 
and its predefined strategy of pursuing targets in the field of natural cosmetics, but also be an 
“actionable” target, due to the fact that it is currently positioned in the divestment cycle of a 
financial vendor11.  
Further potential targets for top-line growth for Beiersdorf’s adhesive segment could be:  
(1) ATP Adhesives Systems AG, a Swiss manufacturer of sustainable, water-based 
 
10 Lumene. (2019). Ingredients. Retrieved from https://www.lumene.com/ingredients-page.html 
 
11 Pianese, B., Viio, K., Gezelius, H. (2019). Lumene on block with Moelis advising, sources say. Retrieved 
from https://www.mergermarket.com/intelligence/view/2899915 
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special adhesives for industrial customers (currently owned by Bregal 
Unternehmerkapital, a German private equity company)12 . 
(2) Delo Industrie Klebstoffe, a leading, mid-sized manufacturer supplying adhesives 
for the automotive, aviation, and optoelectronics industry with subsidiaries in the 
US, China and Japan (over 80% of total sales coming markets outside Germany)13.  
With an acquisition in the small or mid-cap segment, Beiersdorf would most likely purchase for 
an EV/EBITDA-Multiple that is lower than its current valuation of 18.4x EBITDA, found in the 
main report. As a rule-of-thumb, acquisitions of company’s trading below the acquirers multiple, 
can be classified as being multiple-accretive14. Following the acquisition, the purchased earnings 
are being re-priced at the earnings multiple of the acquiring company, thus potentially creating 
value for the buyer’s shareholders.   
Shareholders should not expect increases in dividends any time soon in the near future as to 
Beiersdorf’s Chairman Reinhard Pöllath emphasizing that: [“The money from the business 
belongs into the business”] (Schwartz, 2019).  
All in all, it is safe to say, that a mature company like Beiersdorf, operating in a fast-changing 
and competitive consumer goods segment, will face difficulties to sustain the level of past 
organic growth. Therefore, it is essential for Beiersdorf to find inorganic growth opportunities in 
form of add-on acquisitions or strategic partnerships. 
 
12 ATP AG. (2020). Über uns. Retrieved from https://atp-ag.com 
 
13 DELO. (2020). DELO hat den passenden Klebstoff. Retrieved from 
https://www.delo.de/anwendungsfelder/ 
 
14 Divestopedia (2020). What is Multiple Accretion? - Definition from Divestopedia. Retrieved from 
https://www.divestopedia.com/definition/879/multiple-accretion 
 
